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Wolf!! Wolf! — 


And remember when the wolf did come no one paid any attention to 
the call. 

The fable fits the advertising situation like a blister. 

The house which starts to advertise the value of its goods before it 
has made adequate arrangement for supplying the demand created js 
crying “Wolf, Wolf” and by the time it does arrange to supply the 
demand, the interest is gone. 

Right there is where Standard Farm Papers offer you the first big 
value from an advertising viewpoint. 

Standard Farm Papers are mediums devoted to a given industry or 
section. Conditions vitally interesting to the Ohio farmer are of little 
interest to the farmer in Texas. Each farming section has its own paper, 

Now the State is small enough to be thoroughly covered by sales- 
men simultaneously with the appearance of the advertising which 
creates the demand. In this way one State after another can be taken 
up at reasonable cost and maximum results obtained from a minimum 
expenditure. ‘ 

Moreover the farmer offers a waiting market. For the past decade 
his income has steadily increased. He is seeking better goods. He 
has money to buy and a stimulant of an increasing income to urge the 
purchase. No other single class is so large a consumer of automobiles 
as the modern farmer—how’s that for a proof of buying quality? 

But let us show you. It isn’t what we say, it’s what we prove that 
is vital to you. 

Write for details which show clearly why 


INK. 


Standard Farm Papers 


The Farmer, St. Paul 
are Home and Farm, Louisville 
_ — ving pk Aberdeen 
e ahoma Farm Journal 
F arm P apers The Ohio Farmer 
The Michigan Farmer 
of The Breeder’s Gazette 
Hoard’s Dairyman 
Wallaces’ Farmer 
Known Value The Kansas Farmer 
The Wisconsin Agriculturist 
The Indiana Farmer 


Geo. W. Herbert, 
Western Representative, 
First National Bank Bldg., 
Chicago. 


Wallace C. Richardson, Inc. 
Eastern Representatives 

41 Park Row 

New York City 











ENTERE 


Vou. | 


WHY 
TIS 


FACTO 
DER 
INC 
wo 
TIO 
REC 
wt 
ws 


Gene! 
Gra 


«“c 
whi 
two 
end 
fact 
sam 
ord 
hea 
arti 
ma 
goc 
tw 
at 
eac 
sO 
sul 
col 


fac 


vis 





tion to 


‘ore it 
ted is 
ly the 


st big 


Ty or 
little 
aper, 
ales- 
hich 
aken 
mum 


ade 
He 
the 
viles 


hat 








ENTE 


Vou. LXXII. 


WHY SALES AND ADVER- 
TISING MANAGERSHIPS 
SHOULD BE ONE. 





FACTORY PRODUCTION USUALLY UN- 
DER ONE HEAD; WHY NOT SELL- 
ING? — SALABILITY THE MAGIC 
WORD TO DEALERS — ORGANIZA- 
TION STRENGTHENED BY ONE DI- 
RECTOR OF BOTH DEPARTMENTS, 
WHO IS SKILLED IN BOTH—HOW 
WALKERS GRAPE JUICE CAM- 
PAIGN WAS HANDLED. 





By F. Manning, 


General Sales and Advertising Manager, 
Grape Products Co. (Walker’s Grape 
Juice), Northeast, Pa. 


“Selling” and “Advertising,” 
while seemingly considered as 
two separate branches of business 
endeavor and expense, are, in 
fact, inseparable units of the 
same thing, “Salesmanship.” 

And while the actual taking of 
orders may be directed by one 
head, and the advertising of the 
article covered by these orders 
may be directed by another, to 
good effect, the fact that these 
two great selling forces, directed 
at the same objective, and being 
each dependent upon the other, 
so similar in character and re- 
sults, should certainly indicate 
consolidated management, just as 
do the various branches of manu- 
facture. 

One rarely encounters a_ fac- 
tory in which all the various di- 
visions of production are not di- 
tected by a single head—under 
subdivision, perhaps, but with 
one center of management and 
responsibility. This being the 
case in manufacture, why should 
the combined selling effort be 
handled as two separate branches 


of the business organization? 
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Advertising is as dependent 
upon the selling for. results, as 
the salesman is dependent upon 
advertising, for consumer de- 
mand with which to interest the 
retailer and secure prestige with 
the jobber. No dealer, whether 
retailer or wholesaler, buys an 
article simply upon its merits—he 
buys upon salability, first, price 
and profit next, and then he may 
be interested in quality. 

But a ready sale, a steady con- 
sumer demand, is always the first 
thing he considers in the pur- 
chase of goods for sale. 

This premise granted, why 
should not the same head direct 
both the elements needed to se- 
cure signed orders—the ultimate 
result ? 

In introductory work, as well 
as in subsequent development of 
a market, it is of vital importance 
that salability, prompt and cer- 
tain, of the ‘article be impressed 
upon each member of the trade 
for which the article is intended 
—that each dealer be convinced 
that the goods will seli—and the 
best proof of this, nowadays, is 


to show the dealer just what kind- 


of advertising is to be done, how 
much, when and where. 

The dealer should be taken 
into the salesman’s_ confidence, 
and the plan, with reasons for its 
employment, explained until the 
buyer is in position to purchase 
the goods upon his own judgment 
as to the demand to be created 
by the advertising which he has 
seen, knows, and now under- 
stands. 
RETAILERS’ PECULIAR ADVERTISING 
CONCEPTIONS. 

The average dealer will be 
found to have a peculiar concep- 
tion of advertising, which, in so 


far as the trade is concerned;' has - 


been generalized so much by: 
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large advertisers, as well as by 
so many small propositions with 


“flash” campaigns (designed to 
show rather than to create last- 
ing results), that the average 


buyer regards a new article with 
a certain conservatism which bor- 
ders upon suspicion. 

He says: “Produce this demand 
first, and then I will stock your 
line—but in advance, well, never 


again.” Hard experience has 
taught him to ask for demand 
first. 

This attitude hampers distri- 
bution, which in turn lessens 


sale results, and of course the 
advertising ratio of expense is in- 
creased. 

In order to lessen this con- 
servatism on part of the buyer, it 
is only necessary for him to un- 
derstand your plan of campaign 
as you do, before he believes in 
it as you do, and is willing to 
risk his part of the investment in 
an effort to secure his part of the 
profits accruing from the adver- 
tising—just as you do in putting 
it out. 

The “printed word” is all well 
enough, and serves its purpose, 
in placing an advertised product 
before the trade—but by far the 
most potent possibility in secur- 
ing trade enthusiasm (next to ac- 
tual demand itself) is the confi- 
dence inspired by the salesman 
himself in his daily contact with 
the trade. 

Inform your salesman, as you 
yourself are informed about your 
plan, its aim, purpose, and raison 
d’etre—place him in position to 


reason out, for himself and his 
(your) customer why you are 
doing this thing or that—and its 





relation to the future sale it is to 
produce for his customer, the 
dealer, and his own sales record. 

This done, the salesman does 
not, of necessity, “talk from the 
book”—he thinks and_ explains, 
with all the force of his own lan- 
guage, thought and_ conviction, 


just what his house is doing and 
why his proposition is a safe one 
for the buyer. 

For this result to be accom- 
plished to best ‘effect, it must be 
2 emt with the trade jcur- 
na 


campaign with the circular 
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work, and if possible, with the 
preliminary steps of the cam- 
paign itself. 


INTERLOCKING OF 
AND ADVERTISING, 

This necessitates a close inter- 
locking of the sales and adver- 
tising details—calls for team work 
of a high order—and the success 
of its execution determines the 
exact generalship exercised in the 


CLOSER SELLING 


carrying out of the composite 
“sales” and “advertising” cam- 
paign. And _ generalship means 


profit, efficiency, distribution, and 
lasting results. 

3ecause of the importance of 
the trade relation and its peculiar 
significance to the campaign it- 
self, the man to “general” this 
campaign is, logically, the judge 
of merchandise, the seller, the 
trained commercial advocate—the 
source of selling enthusiasm, the 
man-who-foots-the-bill of final re- 
sults—the sales manager. 

But simply because this sales 
manager happens to be a success- 


ful salesman, or even a succéss- 
ful manager of salesmen does 


not necessarily entitle him to the 
position of sales and advertising 
manager in charge of this cam- 
paign. 

If he is to direct the advertis- 
ing, he must also be schooled in 
that craft as well; his knowledge 
of selling, of the trade, of com- 
petition, of territory, etc., will not 
necessarily fit him for the pesi- 
tion of arbiter and director of 
this most powerful factor in mod- 
ern business—advertising, 

This sales manager must, also, 
be an advertising judge, and pos- 
sibly a creator, an accurate theo- 
rist, a producer of advertising 
thought and execution. 

And, on the other hand, merely 
a capable, forceful, brainy adver- 
tising man cannot lay claim to 
preference as sales manager in 
this instance. “Personal appeal,” 
“reason why,” “class copy,” etc., 
mean but little to the road-worn 
salesman fresh from the firing 
line of contact with competition 
and skeptical buyers. ' 

He must have this put to him 
in the language of his craft, that 
of the seller-—the man who has 
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Scribner's MHagasine 


has within the past year been 
more quoted, more read and 
more talked about than any 
magazine published. 


Its reputation for progressiveness, 
for filling its pages with the most 
interesting and entertaining litera- 
ture and art of the time, its 
position of leadership, are firmly 
established. 


It has made many thousands of 
new friends, it is a high-grade 
publication with a great audience. 


It is plain business common-sense 
to advertise in Scribner’s at this 
time. 


$300 per page 


Charles Scribner’s Sons, 
153-157 Fifth Avenue, 
New York 
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been there. The hardest thing to 
accomplish in the sales manager’s 
work is that of convincing the 
salesmen that the man at the 
desk really knows anything of 
what they are actually up against 
in their daily work. 

They feel that it is all well 
enough to sit in the office and 
tell how it should be done, “but 
after all, the boss would talk a 
little differently if he had ever 
been up against the game him- 
self,” etc. 


LACK OF SELLING KNOWLEDGE 
AMONG AD MEN, 


Ninety-nine per cent of our ad- 
vertising men have never carried a 
sample case, nor are familiar with 
the physical, practical selling of 
merchandise. For the most part 
they have gravitated into the busi- 
ness from the editorial, the news- 
paper or magazine field, and en 
route have gathered lots of splen- 
did thought and experience, but, 
as the salesman says, “haven’t 
been up against the real cloven- 
hoofed buyer—yet.” Hence the 
danger of dependence upon the 
“average” advertising manager for 
the handling of the combined 
sales forces. 

The sales manager, to handle 
the combined campaign, must 
first be a_ sales manager — and 
then be able to change desks, if 
need be, and become the ad man; 
familiar with the bewildering 
multitude of opportunities for 
costly error, for concealed loss 
of expenditure, and for the elu- 
sive dead-falls lying in wait for 
part of his appropriation. 

If he cannot do all of this him- 
self, he must have the level-headed 
common sense to select, carefully, 
the very best agency available— 
pay them straight commissions, 
and tie up with them for service 
and results. He must know how 
much help the agency will require 
of him, and give it. He must 
know what to expect from the 
agency, and insist upon getting 
that. 

In an experience of fifteen years 
in actual selling, in sales organi- 
zation and re-organization—some- 
times in sales advertising, some- 
times exclusively selling —I have 
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had the opportunity, — several 
times, of correcting a bad sales 
policy, and of lessening the cop- 
sequent sales cost, by comsolidat. 
ing the sales and advertising de- 
partments under a single direct- 
ing head. 

In certain instances both or- 
ganizations were good, the adver- 
tising logical, well balanced, and 
properly applied; the selling plan 
correct and proving effective; 
both departments, individually, 
doing their full duty, but not 
working in the precise harmony 
necessary to highest sales ¢fi- 
ciency, and _ particularly sales 
economy. 

And in the final work-out it is 
found that these two separated 
departments are working along 
lines sufficiently different as to 
lose the team-work value found 
in proper combination. This is 
true in all lines of human er- 
deavor, military, baseball, mis- 
sionary, financial, etc. 


MUCH DEPENDS ON THE MAN, 


These two lines of procedure 
cannot be perfectly aligned when 
two or more men, two or more 
personalities, ideas and tempera- 
ments, must be brought into such 
intimate relation as is necessary 
to low sales cost, thorough dis- 
tribution, and dealer co-operation 
secured by high combined effi- 
ciency. 

Therefore, in selecting the 
sales advertising head the ques- 
tion of choice should be deter- 
mined by the qualifications of the 
individual, rather than by wheth- 
er he be a salesman or an adver- 
tising man. But the direction of 
these features of the business 
should certainly be centered in 
one, man. 

In our business here, we et- 
tered a field which was controlled 
by two brands of advertised 
grape juice, and a dozen makers 
of the identical article sold under 
many brands, but all of the same 
quality and value. 

A preliminary survey of the 
field demonstrated that nothing 
short of a national proposition 
could ‘be made feasible without a 
tremendous expenditure of time 
and money in sectional develop- 
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ment. A _ national-initial-intro- 
ductory campaign was decided 
upon. 

Our first and most fortunate 
step was the selection of N. W 
Ayer & Son as the agency to 
handle the business—on straight 
commissions (which they cer- 
tainly earned by splendid service 
rendered). 

The grape juice “year” only 
covers eight months, and the ac- 
tual selling is done during the 
cold months immediately preced- 
ing the spring season, when soft 
drinks become popular and 
timely. 

It was found necessary, there- 


fore, to accomplish distribution 


at a time when there is but little 
consumer demand—and it is in- 
deed difficult to introduce a mew 
article except under actual ady 
tising then running and in si; 
It is also most unusual to adver- 
tise a new product in a national 
way, out of season, without hav- 
ing first secured at least a skele- 
ton distribution. 

Having no choice, however, the 
best plan of precedure was next 
to be determined and carried out. 





HOW THE WALKER GRAPE JUICE 
PLAN WAS DEVELOPED 


A complete general campaign 
was worked out, covering maga- 
zine and circular copy. A sales 
force was gathered and trained 
in convention of district sales 
managers at the factory in De- 
cember. 

The entire advertising plan 
was gone over in detail with 
these district salesmen, until they 
were as familiar with it as we 
were—and then a trade circular 
was prepared which carried every 
detail of the campaign; covering 
the product, the factory, the ad- 
vertising (with specimen copy), 
selling offers, price lists, etc., to- 
gether with an exact schedule of 
publications, appearing datés, and 
size copy for each shown. 

This trade circular was mailed 
to each of 100,000 dealers in the 
United States on January st, 
going out the same week as our 
first advertisement (a two-page 
spread in the Saturday Evening 
Post) appeared. 
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Simultaneously each of our dis- 
trict salesmen appeared in his 
territory with one or more thor- 
oughly coached assistants, telling 
the same story as told by the 
trade circular, the trade journals, 
and the two-page spread. 

This all occurred in January— 
three months before the consumer 
season could possibly open. The 
plan and its purpose was frank- 
ly and honestly made clear to the 
dealer, whether jobber or re- 
tailer, and he was asked to buy 
on his judgment of the outcome 
of it. 

Results: In January we booked 
about $100,000 worth of business 





“It's Clear because it’s Pure” 
THs purest of rape suices is the most graceful and gra 
beverages. All ages, all tastes find it delightful. ‘Tr 1s acc cepeable 
on every occasion, always in good form. 
Its appearance is clear and brilliant, glowing with a deep ruby 
hue, its h and smooth, its eflect invigorating 
and retreshing. It is a \food-drwek, 
Walker's Grape J pure jui ice of only the edible 
parts of fresh, ripe, pl econ irapes. No particles 
of tannin-bearing seeds, skins and stems. No astringent 
aftertaste No o discoloranon of tongue, lips or teeth after 
drinking it alker’s has es wabhabed a new standard of 
purity and uae In grape juice 
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THE GRAPE PRODUCTS COMPANY, 


North East, Pa. 











ONE OF THE NEAT AND 
WALKER ADS. 


APPETIZING 


for immediate delivery, and kept 
that stroke up until the entire 
trade from coast to coast was 
covered by our introductory sell- 
ing. Walker’s Grape Juice was 
actually in the hands of cver 
46,coo dealers by June Ist, less 
the in sixty days after the “sea- 
son” actually opened for general 
consumer demand. 

Nothing but concerted action 
from all directions can produce 
results of this magnitude within 
that space of time and under 
those circumstances. 

The analysis of conditions must 
be right, the theory of the plan 
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correct, the agency must do its 
duty, and the whole scheme of 
things must be interlocked and 
executed in perfect harmony and 
ord. 

yy two “heads” would 
have some difficultv in smaintain- 
ing the same exact pace—so we 
adopted the very simple expedient 
of placing the entire selling or- 
ganization under one head. 

The sales force, sales brokers, 
etc, were under one division and 
in charge of an assistant; the 
general publicity campaign han- 
dled by the agency, after the 
usual preliminary conferences and 
decisions as to copy policy, etc.; 
the circular work, handling of 
display material, signs, literature, 
etc, taken care of by another as- 
sistant in his division. 

The traffic and general business 
features were grouped in a sim- 
ilar manner, and proper connec- 
tion established with the financial 
department as regards credits, 
collections, kicks, adjustments, 
dissatisfactions, etc., being re- 
ferred to the sales department for 
disposition. 

The workings of the entire or- 
ganization, as above, are then seg- 
regated and grouped in such a 
way as to relieve the general 
sales manager of actual details 
bearing upon a certain part of it, 
but bringing everything of serious 
import, which may require special 
disposition or a special ruling for 
future guidance, to his immedi- 
ate attention upon occurrence. 

By this arrangement every con- 
dition affecting the saie of our 
products is kept before the sales 
head, who, in turn, controls the 
sales producing machine; he is 
kept fully informed regarding 
trade conditions in each terri- 
tory, and can direct the advertis- 
ing effort or the sales operations 
to fit the exact needs of any sec- 
tion. At the same time he con- 
trols the advertising expenditure, 
as well as the sales expense, shap- 
ing the policy to conform to con- 
ditions found. 

_ A full set of estimates, made 
in advance of actual operation, 
covering business to be done, ter- 
ritorial sub-division, expense in its 
various classifications, and even 
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to quantities of the sized packages 
needed, remained substantially in 
force and correct at the end of 
our first season. 

Now, it is not possible for a 
single individual to be “every- 
thing in everything,” and to ac- 
tually handle all these varied sec- 
tions of the marketing organiza- 
tion, nor would this same result 
be possible under a divided effort 
of two or more men. But there 
is no doubt that best results are 
gotten when all the different fea- 
tures bearing upon the sale of a 
certain product are centralized in 
such a way as to bring them un- 
der the direction of one dominat- 
ing idea, and are executed ac- 
cording to that. 

It then devolves upon that in- 
dividual to bring about the or- 
ganization, men and methods for 
carrying out the composite plan. 

“Rather one poor general, than 
two good ones.” 


ADVERTISING AND JOURNAL- 
ISTIC LECTURERS. 





Among the lecturers who will take 
part in the teaching of the courses on 
journalism, magazine writing and ad- 
vertising, at the New York Laiversity 
School of Commerce, Accounts and 
Finance, this winter will be the fol- 
lowing: R. E. MacAlarney, Evening 
Post; Samuel Merwin, Success Maga- 
gine; John C. Freund, The Music 
Trades and Musical America; C. R. 
Clifford, American Silk Journal; the 
Upholsterer and the Lace and Embroid- 
ery Review; L. Southworth, New 
York World; H. F. Gunnison, Brook- 
lyn Eagle; Asa Steel, New York Times, 
and W. W. Craig, Evening Sun. 

Others’ who will lecture will be 
Sereno S. Pratt, secretary of the 
Chamber of Commerce; Franklin Mat- 
thews, the Sun; George Bendelari, the 
Sun; E, A. Simmons, the Railway Age 
Gazette, and C. D. Morris, the Asso- 
ciated Press. 

——_+or—————————__ 

The *Cleveland Advertising Club be- 
gan its series of noonday luncheons 
and discussions on September 14th, 
when it was addressed by Rev. Dr. A. 
B. Meldrum, a local minister, on the 
subject, “The Insurgent in Business.” 
The club was also addressed by Presi- 
dent George W. Kinney, of the Cleve- 
land Chamber of Commerce, on the 
subject, “ine Chamber and the Ad- 
vertising Club.” 





The suggestion has been made by 
Professor josiah Morse, of Nashville, 
Tenn., that a clearing-house of ideas for 
Nashville’s abvancement be established. 
The suggestion is somewhat novel in 
the — of boosting cities and is meet- 
ing with comment and appreciation. 
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HOW SHERWIN - WILLIAMS 
IS GOING AFTER FARM 
PAINT TRADE. 

A BIG SPECIAL GENERAL CAMPAIGN 
ON—FIFTY-FOUR MEDIUMS USED 
—HOW THE MATTER OF HIGHER 
PRICES AND RETAILERS’ PROFIT IS 

TACKLED. 





Asserting that “the opportunity 
for selling paint and varnish to 
the farmer is almost unlimited, 
and is growing greater every day 
as the farmer becomes more pros- 
perous,” the Sherwin - Williams 
Company has this year made farm 
papers an important factor in the 
national advertising campaign. 
The total list of mediums to be 
used foots up fifty-two, and farm 
papers number twenty-four of this 
total. 

By this means, it is Aoped to 
enlist a dealer co-operation for 
aggressive reaching-out after 
farm trade that will broaden and 
dovetail with the general national 
campaign. 

Co-operation of dealers all 
along the line is, in fact, the espe- 
cial aim of the general Sherwin- 
Williams campaign. Its plans to 
this end have embraced every pos- 
sible consideration, not the least 
of which is the intention that 
every present dealer and every 
possible future dealer shall know 
in its entirety the list of mediums, 
the circulation influence they 
bring to bear, the copy, the 
dealer-helps of the company’s pro- 
motion department, and, in fact, 
every one of the thousand and 
one things that have been con- 
ceived to make the campaign ab- 
solutely thorough. 

Two large folders, printed in 
colors and with reading matter 
that is essentially readable, are in- 
tended respectively for the man 
who is now handling the Sher- 
win-Williams line and the man 
who isn’t. Both tell “The Story 
of a Big Campaign” with the sub- 
title, “How We Are Getting Busi- 
ness for Dealers Who Are Selling 
Sherwin-Williams Paints and 
Varnishes.” The difference be- 
tween the two is in the respective 
appeals, “What National Adver- 
tising Plus Co-operation Will 
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Do,” and, “The Practical Advan- 
tage of Stocking Nationally Ad- 
vertised Goods.” The former em- 
phasizes the need for the dealer to 
take advantage of the selling helps 
he is offered—free billboard dis- 
plays and. free electros for local 
newspaper advertising, both bear- 
ing his firm name; and the send- 
ing of follow-up letters to all 
persons whose names are sent in 
by the dealer, 





short horse is 
soon curried 







Likewise a small job of painting is soon finished, and 
any job of painting is a small job if taken in time 

The longer your house and barns are allowed to 
go without repainting, the more paint it takes and 
the more time to apply it. 

That's why delays are costly 

And also bufldings, wagons and machinery needing paint. and not 
getting it, soon’ need more than paint to make them right 

The moral is—keep things painted and use good paint in doing so, 
By good paint | mean paint that covers well, sinks in and stays op. 
Select your paint as you do your seed or your fertilizer—it is just as 
important. Find a name in the paint field that stands out, that has 

le a reputation on quality, that was making paint when you were « 
boy and is still at it and that has become the largest paint house in the 
aqorid, and you can come pretty near trusting its products. 

There is such a*house and to save your time I'l] mention its name— 
The Sherwin-Williams Company. You can get every kind of paint or 
varnish that your farm requires from a Sherwin-Williams dealer near you. 
Just mention the thing to be painted and you'll get the right paint 
the kind that will last and protect. 

You can get a most informing book free by addressing 


THE LITTLE PAINT MAN, care of 


SHERWIN-WILLIAMS 
PAINTS & VARNISHES 


Canal Road, Cleveland, Ohio. In Canada, 639 Centre St., Montreal 


remem 





COPY THAT PERSUADES THE FARMER, 


“There is no stronger combina- 
tion in the business world to- 
day,” asserts the Sherwin-Wil- 
liams Company, “than that of a 
nationally advertised line, handled 
by an aggressive dealer who is 
far-sighted enough to see the ad- 
vantages of the national adver- 
tising and by co-operating with it, 
to direct the sales to his store.” 

To the prospective dealer the 
same helps are offered, and par- 
ticular care is taken to make him 
feel that the present campaign is 
a part of consistent year in and 
year out advertising to educate 
the consumer. 

The scope of the advertising 
campaign is brought home vividiy 
by the full-color reproduction of 
the copy that is to run in the 
various publications, each ad bear- 
ing the note of the exact circula- 
tion it will have. 
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Following are the general me- 
diums to be used: Saturday Even- 
ing Post, Ladies. Home Journal, 
Woman’s Home Companion, Mun- 
seys and Scrap Book, Argosy, 
Everybody's, Ladies’ World, Col- 
lier’s, Christian Herald, American, 
Success, Good Housekeeping, 
Quarterly Style Book, All Story, 
Railroad Man’s Magazine, Liter- 
ary Digest, Pearson's, Pacific, 
Cavalier, Country Life in Amer- 
ica, Suburban Life, House Beauti- 
ful, Garden Magazine, American 

Jomes and Garden, House and 
Garden, Craftsman, Keith’s, Inter- 
national Studio. Their total cir- 
culation is reckoned as 9,337,000, 
and copy is to appear in them 
monthly for seven months. 

While the list of farm papers 
shows a total circulation of only 
2,491,000 as against the forego- 
ing, they are to be used weekly. 
The list includes these: Oho 
Farmer, Michigan Farmer, Da- 
kota Farmer, Oklahoma Farm 
Journal, Orange Judd Farmer, 
New England Homestead, Amer- 
ican Agriculturist, Rural New 
Yorker, Farm and Ranch, Iowa 
Homestead, Farmer (St. Paul), 
Farmer's Guide, Farmers Re- 
view, National Stockman and 
Farmer, Wallaces Farmer, 
Farmer's Mail and Breeze, North- 
western Agriculturist, National 
Farmer and Stock Grower, Twen- 
tieth Century Farmer, Wisconsin 
Agriculturist, Successful Farming, 
Home and Farm, Farm, Stock and 
Home, Southern Ruralist. 

Sherwin-Williams tells the 
dealer : 

To get the farmer as your customer 
you must first secure his confidence in 
the line of goods you carry. The best 
way to gain this confidence is to have 
a Tne that is advertised in the farm 
papers, as the farmer is largely influ- 
enced in his selection by what he reads 
in the large agricultural papers of the 
country. 

One appeal of the campaign 
that will undoubtedly prove of 
value to national advertisers gen- 
erally is found in the leading ar- 
ticle of the current The S. W. P., 
the company’s house organ. The 
magazine is filled from cover to 
cover with various boosts of the 
advertising campaign, and_ this 
article is intended to offset the 
sole bugaboo—the “high cost of 
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living.” It also speaks out on the 
subject of the dealer’s profit and, 
in a way, appeals cleverly for 
price maintenance. The follow- 
ing is a portion of the article: 


Our agents and dealers will undoubt- 
edly find some of their customers who 
will object to paying higher prices for 
paints and varnishes, partly because it 
will be necessary for the retailer to 
make a really larger proportionate ad- 
vance than has the paint manufacturer. 
For many years everest house paints 
have not been sold by the retailers at 


_— | 

ou can make your rooms as attractive as this, Send 
for the Sherwin-Wilhams’ Cottage Bungalow 

Portfolio which tells how. Itus sent free: 


N securate and corefelly thought out © ms 
A won need * 






Y 









eat pr 
bor carrying, 


SHERWIN-WILLIAM. 
PAINTS E-VARNISHES ' 
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ONE OF THE ARTISTIC COLOR SERIES IN 
GENERAL MAGAZINES, 


a oe sufficiently high to afford the 
right margin of profit. We maintain 
that the retailer is entitled to a gross 
prose of at. least 30 per cent on P, 
ased on the selling price. In order 
to realize this profit on the selling 
price it is imperative that our agents 
for SWP fix their retail selling price 
at $2.50 per gallon in gallon cans, as 
shown on the card we are mailing you 
with this magazine, and proportionate 
prices for cher packages. We can 
assure you that the quality of the 
paint in the can more than warrants 
this retail price; and when the con- 
sumer realizes that an advance in the 
price of even 50 per cent would mean 
only an advance of approximately 12% 
per cent in the total cost of painting 
is residence, he'will realize that the 
retail price mentioned above is a 
reasonable one. 
——_-+0+—____ 
S. E. Leith, eastern manager of the 


Associated Farm Papers, has removed 
to 200 Fifth avenue, New York. 

















































a a eT 








12 PRINTERS’ 





GETTING WOMEN INTER- 
ESTED IN “SNOWDRIFT” 
COTTON OIL GOODS. 





UNIQUE CAMPAIGN OF SOUTHERN 
COTTON OIL CO.— WOMEN’S OR- 
GANIZATIONS ENLISTED — NEWS- 
PAPER ADVERTISING, BILLBOARDS, 
ETC., FOR FOLLOW-UP WORK. 





By L, A. Ransom, 


[Editorial Note——Mr. Ransom, who 
had been district manager for some 
time for the Southern Cotton Oil Com- 
pany, and was recently made advertis- 
ing manager, died suddenly last week. 
He was a leader in cottonseed circles, 


and a pioneer in developing the indus- 
try. fre was former president and 
head of bureau. of publicity for the 
Inter-state Cotton Seed Crusher’s As- 
sociation. Mr. Ransom also had an 
interesting reputation as a newspaper 
man, once obtaining a scoop about a 
secret political conference by climbing 
into the convention hall rafters. The 
Snowdrift campaign, it is said, will 
go on as outlined here by Mr. Ran- 
som for Printers’ InK a few days be- 
fore his death.] 

The Southern Cotton Oil Com- 
pany is conducting a national ad- 
vertising campaign on two sep- 
arate propositions — “Wesson 
Snowdrift Oil,” a vegetable prod- 
uct for salads and cooking, and 
“Snowdrift Hogless Lard,” a 
shortening made of cotton seed 
oil and Oleo Stearine. ' 

The present plan of campaign 
on each article includes the use of 
newspapers, billboards, store 
hangers, street railway signs, and 
a liberal distribution of cook 
books and demonstrations by ex- 
pert demonstrators to prove the 
value and merit of the.oil. _ 

Considering the large territory 
covered, the company is using a 
limited space in a general news- 
paper advertising. Ejight-sheet 
posters are employed. With few 
exceptions, a full run is con- 
tracted for in street cars. The 
store hangers are of the best 
quality, handsome in design, and 
worked out to justify a position 
in the highest class stores. Al- 
though comparatively in its in- 
fancy, the present campaign, so 
far, has been productive of ex- 
cellent results, attributed to a 
combination of four causes: First, 
the superior merit of the products 
advertised; second, the judicious 
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use of intelligent advertising copy 
in the best mediums; third, the 
enthusiastic co-operation of the 
sales department with the adver- 
tising department; fourth, the em- 
ployment of expert demonstrators, 

The campaign for the sale of 
Wesson Snowdrift Oil has proven 
satisfactory. The company gives 
demonstrations in various cities, 
under the supervision of a local 
woman’s organization, organized 
for some charitable purpose. A 
charge is made for luncheons 
served, a percentage of the pro- 
ceeds from the sales of luncheons 





A SERIES RUNNING IN NEWSPAPERS, 


going to the organization super- 
vising the demonstration, and the 
Southern Cotton Oil Company 
donates, at these demonstrations, 
as many cans of oil as the ladies 
can sell, the entire proceeds being 
retained by the woman’s organiza- 
tion, and devoted to the purposes 
of the organization. Before the 
demonstration is opened, liberal 
space is used in the local news- 
papers to advertise it. The wom- 
an’s organizations appoint mem- 
bers upon their rights to act as 
hostesses each day. The company 
pays all expenses, including the 
expenses of a crew of expert 
demonstrators, the purchase price 
of the material, store rent—in 
fact, all expenses incurred with 
such an enterprise. The ladies 
are requested to simply lend the 
prestige of their organization and 
their presence at the demonstra- 
tions. 


























While a demonstration is in 
progress, the company sends its 
salesinen into the territory. The 
salesmen call on the trade and se- 
cure orders for the product. This 
is occasionally supplemented by 
house-to-house canvassing, orders 
being taken from the housewives 
by women solicitors employed by 
the company, who turn these or- 
ders over to the retail grocers. In 
this way the product is thor- 
oughly introduced. It is of such 
high quality that once it is used 
repeat orders follow. 

At the conclusion of the demon- 
stration the advertising depart- 
ment sends to the local news- 
papers a schedule of what_ is 
known as “follow-up” copy. This 
“follow-up” copy is designed to 
appear from three to six days a 
week, and serves as a constant 
reminder to the consumers that 
Wesson Snowdrift Oil may be 
had of any progressive dealer. 

During the course of the dem- 
onstrations cook books are dis- 
tributed liberally. These cook 
books contain many valuable and 
tested recipes. They show the 
housewife that Wesson Snow- 
drift Oil may be used in salad 
dressings of all kinds with equally 
as good results as olive oil, and 
for all cooking purposes with as 
satisfactory results as if butter 
was used, 

The campaign on Snowdrift 
Hogless Lard is more in the na- 
ture of general advertising, and 
this product is well and favorably 
known, having been on the mar- 
ket for a number of years. While 
the oil and the lard .compete 
somewhat for the trade, the com- 
pany finds that many people de- 
mand a “hard fat.” To supply 
this demand the company manu- 
factures the lard—a very high 
class product. It is practically 85 
per cent. vegetable, as Wesson 
Snowdrift Oil is used in its manu- 
facture, and appeals to those 
vegetarians who will not use hog 
fat. Cook books showing the 
many and varied uses of Snow- 
drift Hogless Lard are dis- 
tributed, and can be obtained 
from any of the company’s office. 
As a preliminary to the general 
advertising, and to educate con- 
sumers on the healthfulness and 
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superior value of cotton seed 
products, the company, some years 
ago, began the publication of a 
house organ knows as The Cot- 
ton Seed. Expert writers on 
the value of cotton oil and its 
ptoducts were employed in the 
publication of this paper. News 
of general interest, and advertis- 
ing to create favorable impres- 
sions upon the public mind, were 








A PURE FOOD LAYOUT BASIS. 


secured. The Cotton Seed now 
has a circulation exceeding 75,000 
copies per month, and has pro- 
duced remarkable results. 

Each department of the com- 
pany’s splendid organization co- 
operates with every other depart- 
ment. The company is conduct- 
ing its advertising conservatively. 
It is working diligently on an in- 
tensive plan in a limited territory 
until the people in that territory 
are convinced that the product is 
all that is claimed for it. An in- 
creased distribution of the adver- 
tising will follow the present cam- 
paign. The copy used for adver- 
tising is educational in its char- 
acter. 
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ANNIVERSARY 


a The Key to Happiness and Success 
én overa Million and a Quarter Homes ™ 


DEVOTED TO ART, LITERATURE, SCIENCE AND THE HOME Cire 


VOL. XXIII 
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| NoveMBER ComrorT 


our Big Anniversary Number, 
is famous as a strong puller. 
Its winsome special features 
this year will duly celebrate 


Comfort’s 
Twenty-third 
Birthday 


It is also our Thanksgiving number and bears 
the season’s greetings to its six million readers on 
the farms and in the smaller towns who enjoy their 
turkey and other good things with conscious satisfac: 
tion of thriving on the high food prices which make 
ahollow mockery of Thanksgiving to the city tens 
ement-:dwellers struggling for the bare necessaries. 


Comfort also 
has cause for 
Thanksgiving 


in that it has prospered much the past year 
through a heavy gain in advertising patronage 
and an increasing influx of new subscriptions. 


November forms close October 15. 
Apply through any reliable agency or send direct to 


W. H. GANNETT, Pub., Inc. 


few York Office: 1105 Flatiron Bldg. Augusta, Maine Chicago Office: 1635 Marquette Bidg. 
WALTER R. JENKINS, Jr., Representative FRANK H. THOMAS, Representative 
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Founded on Rock Bottom 


Good Housekeeping Magazine is 
founded on one of the biggest elements in 
human nature—the underlying desire of 
members of the same family to help each 
other. 


As long as women strive to solve the 
everyday problems of home management 
in a way to benefit every member of the 
family there will be important work for 
Good Housekeeping Magazine to do. 


How well it has succeeded is shown 
by the intensive interest which more than 
300,000 women take in its practical and 
helpful suggestions to make the family 
income do bigger and better service. 


There is no waste to this circulation. 


GOOD HOUSEKEEPING 
MAGAZINE 


New York Springfield, Mass. Chicago 
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DEFINITE PLAN FOR FORM- 
ING AN AGENTS’ AS- 
SOCIATION. 


ANOTHER ADVERTISING AGENT WHO 
IS ENTHUSIASTIC FOR THE PRO- 
POSED ASSOCIATION AND IS WILL- 
ING TO BACK UP HIS OPINIONS 
WITH CASH—WHY ADVERTISERS 
AND PUBLISHERS WOULD BENEFIT 
AS WELL AS THE AGENTS THEM- 
SELVES. 





By Frederick H. Siegfried. 
President, The Siegfried Co., Adver- 

tising Agents, New York. 

The suggestion made by Print- 
ers’ INK and so admirably en- 
dorsed by Mr. Robert Tinsman, 
vice- -president of the Federal Ad- 
vertising Agency, for an organi- 
zation of the advertising agents 
of this country, merits the appro- 
bation of all agency men who 
stand for high advertising stand- 
ards, 

If your very able periodical 
can bring this long and much 
needed association into being, it 
will receive ungrudging recogni- 
tion for one of the greatest ad- 
yances in American publicity 
work in a generation. 

Any organization would be bet- 
ter than none, but an association 
made up of and restricted in 
membership to those recognized 


_ agents who stand for real serv- 


ice, honest methods, and willing- 
ness or the desire to create their 
full share of the business on 
which they live would be a “red 
badge” to those comprising it 
and a bulwark of support and as- 
sistance to advertisers and pub- 
lishers alike—and I think it would 
soon have the enthusiastic sup- 
port and co-operation of both. 
Such an organization would 
have no place for the “five per 
cent basis” or “divide my com- 
missions with you” crooks and 
leeches in the body advertising 
because it is a long demonstrated 
fact that no real service to the 
advertiser can be given on this 
basis, while equally true is it 
—appreciated by most publishers 
and gradually “penetrating” the 


others—that such agents make no 
money for the media and serve 
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only to bring the whole science, 
art, and business of advertising 
into chaos and disrepute. 

This is no mere claim any more 
than it is a claim that “water 
seeks its own level” or than the 
doctrine of the survival of the 
fittest is a claim. 

Summon all of the advertising 
agents, so-called, into a confer- 
ence and you will see. In twenty 
minutes the meeting will resolve 
itself into two camps—those who 
play fair and those who don’t. 
There may at first be a middle- 
of-the-road element which stands 
for a definite “percentage” of 
commissions not high enough for 
good service or low enough to 
suit the plain grafter, but a few 
months of associated, co-operative 
work will show that there is no 
middle ground—that the agent 
must have all of a fair commis- 
sion to enable him to serve his 
clients properly and to build up 
new business for the publishers. 

A few days ago, a newspaper 
publisher’s remark was quoted to 
me—‘the agency business is rot- 
ten to the core.” I do not believe 
that this publisher meant this re- 
mark literally, for he would al- 
most undoubtedly agree that a 
goodly number of agencies are 
run on clean, high-class, business- 
making and service- -rendering 
lines, and he would be loath to 
see such agencies hampered. 

If it is true, it is largely the 
fault of the publishers themselves. 

But there is just truth enough 
in his aspersion to make the as- 
sociation you have advocated not 
desirable but necessary, not mere- 
ly necessary but indispensable for 
the honor and safety of the busi- 
ness. 

And I think Mr. Publisher 
would say of this plan—‘Bully, 
boys—that’s a step in the right 
direction; more strength to your 
biceps !” 

Like Mr. Tinsman, as one of 
the newer men in the agency field 
—although no beginner in adver- 
tising, thank you, for I began 
that work at the tender age of 
eighteen—I feel backward about 
coming forward, but apparently 
the older men are in a rut, so if 
it is going to take young blood to 
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breathe life into this new body, 
let us get together and do it. 

Far better for some of the 
older and long respected agents 
to call a meeting of agents soon 
at a central point—men like Mr. 
Barber, of Boston; Mr. McKin- 
ney, of the Ayer Agency; Mr. 
Presbrey, Mr. Batten and Mr. 
Calkins, of New York; scme 
Westerners, and a few from 
Dixie. 

Why does Printers’ INK not 
undertake this work itself—poll 
the agents you know and you will 
find the best of them all “wid 
you.” 

The younger agents would 
profit by association with the vet- 
erans; perhaps the old fellows 
might also pick up a thing of two 
from some of the youngsters, 

It is a weirdly curious thing 
that while the newspapers have 
their great American Newspaper 
Publishers’ Association; the mag- 
azine men their clean-cut, well- 
conducted Quoin Club, which has 
made the cutting of their own 
rates a mighty unhealthy pastime 
for anybody; the huge trade 
press of the country their Ameri- 
can Trade Press Association; the 
special agents their “Six Point 
League” and so on—all of them 
ground-gainers and _ idea-mills— 
the general advertising agents, 
representing the vast preponder- 
ance of American advertising, 
have no organization of any kind. 

I am reminded of the crowd 
about the old apple woman, be- 
moaning that lady’s hard luck in 
having broken her leg. A little 
brisk man bustled up and said: 
“T’m five dollars sorry—how scrry 
are you?” and started to pass his 
hat, first putting in his own green- 
back. 

I believe in the organization of 
an American Advertising Agents’ 
Association (the four A’s!) $100 
worth to start, and a check for 
that amount toward the expenses 
of such a gathering is subject to 
your call when the necessary 
round-up of agents is effected. 

hy not have it right here in 
New York in the middle of Oc- 
tober? In our business, you 
know, there is nothing like being 
both specific and prompt. 


PRINTERS’ INK. 






ADVERTISING AFFILIATION’S 
ROCHESTER PROGRAM, 
OCT. 8. 


Another session of the Advertising 
Affiliation—the first since Rochester 
joined with Detroit, Buffalo and 
Cleveland—will be held at Rochester 
Oct. 8 

As usual there will be three sessions 

with a banquet at the evening meet- 
ing. At the morning session, with W. 
W. Reed, treasurer of Buffalo Ad Club 
and sales manager of the Niagara Lith. 
ograph Co., presiding, there will 
be addresses by L. B. Jones, ad- 
vertising manager of the Eastman 
Kodak Co., on the subject “The 
Place of the Picture in Advertising”; 
an address by M. L. Wilkinson, presi- 
dent of the William Hengerer Com- 
pany, Buffalo, and another on “The 
Preparation of Copy,” by C. C. Wim- 
ingham, advertising manager of the 
Hudson Motor Co. 

At the afternoon session Norvell 
Hawkins, advertising manager of the 
Ford Motor Car Co., will speak on 
“Advertising and Selling’; De Forest 
Porter, advertising manager of the 
Sweeney Co., on “Some Copy I Have 
Met”, and other addresses by W. W. 
Wheeler, advertising manager of the 
Pompeian Massage Cream Co., and Wm. 
C. Freeman, of the New York Mail. 

At the evening session, following the 
banquet, President Guy W. Ellis, of the 
Rochester Club and advertising man- 
ager of the Garfield Realty Company, 
will preside. The speakers will be 
Congressman Havens, of Rochester; 
Isaac Marcosson, of the Saturday 
Evening Post, on “The Editor as a 
Business Man”; George Frederick, of 
PRINTER’s INK, on “The Re-aligninent 
of the Advertising Man’s Place in 
Selling Organization’; Walter D. 
Moody, general manager of the Chicago 
Association of Commerce, on “Organ- 
ization”, and Hon. John Barrett, ie. 
retary of the Bureau of South Amer- 
ican Republics. 


———_+o+ 
TO ADVERTISE DENVER. 


The Advertising Committee of the 
Real Estate Exchange of Denver has 
submitted a plan for having every 
resident of Denver, and particularly 
every business man, help advertise to 
the world the wonderful growth of 
Denver during the last ten years, as 
shown by the census report. An effort 
is being made to have everybody place 
on their outgoing letters and mail 
matter small stickers, giving the popu- 
lation of the city ten years ago and 
now. 


————__~+o+—____ 
“ADVERTISER’S MAGAZINE” 
CHANGES HANDS. 


The Advertiser’s Magazine, which has 
been published in Kansas City for the 
last eight years, has been bought by 
the Brains Publishing Co. of New 
York and Scranton, Pa. Miss M. M. 
Simpson, who has been its editor, goes 
to New York to continue her work un- 
der the new owners. The first issue 
to be published from New York will be 
the October number. 
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A NEW FARM-PAPER ORGANIZA- 
TION. 


Recently there has been organized 
in Chicago an association, known as 
the Associated Farm Papers, the pur- 
pose of which is to promote, develop, 
solicit and secure advertising for the 
members of the Association, which 
members shall be farm and kindred 
papers. 

eptember 15, 1910, offices were 
opened and established. In Chicago in 
the Steger Building, corner Jackson 
boulevard and Wabash avenue, with 
F. A. Dennison as Western Manager; 
in New York in the Fifth Avenue 
Building, corner Fifth avenue and 
Twenty-third street, with S. E. Leith 
as Eastern manager. Both men are 
long experienced and well known in 
their territories. 

Complete data with reference to each 
publication represented and the terri- 
tory covered is on file in each office 
and is available at all times. 

The Association will add other pa- 
pers of similar character until the en- 
tire United States is covered, giving 
a national circulation in papers hav- 
ing a local prestige. The members of 
the Association are: 

The National Stockman and Farmer, 
Pittsburg, Pa.; The Farmers’ Review, 
Chicago, Ill.; Farm and Ranch, Dallas, 
Texas; Farmers’ Guide, Huntington, 
Ind.; The Gleaner, Detroit, Mich.; Da- 
kota Farmer, Aberdeen, South Da- 
kota; Farm, Stock and Home, Min- 
neapolis, Minn.; Nebraska Farmer, 
Lincoln, Neb. 

——~+0-————— 


BOSTON’S PROGRESSIVE PREP- 
ARATIONS FOR AD CLUB 
CONVENTION. 








Realizing that the hospitality and 
rogressiveness of. the East versus the 

est is at stake, the Boston advertis- 
ing men are making most ingenious 
and unusual steps toward making the 
1911 convention of the Associated Ad- 
vertising Clubs of America a_ record- 
breaking event. 

The committees are already mobilized 
and at work, and the country has 
been divided into districts, into which 
“boosters”. will soon be traveled in 
pairs to work up enthusiasm and dele- 
gates for the convention. Remarkable 
progress has already been made in the 
matter of a programme. 

The national officers, on the other 
hand, are planning things on a scale 
never before attempted. An_ educa- 
tional course of study, for local clubs, 
is being prepared, and it is proposed 
at the next convention to have special 
sessions for those interested in special 
advertising subjects. Municipal adver- 
ay | will receive thorough attention 
on the programme. 

—_—_——+oo—— 

Frederick J. Lovejoy hos Jone joined 
the copy staff of the racy-Parry 
Agency, of Philadelphia. Mr. Lovejoy 
resigned from the advertising depart- 
ment of Strawbridge & Clothier’s to 
take this post. Some time ago he was 
with the Ayer Agency copy department. 
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An 
Explicit 
Statement 


When we say in connec- 
tion with our $3.00 rate 


Ladies’ 
World 


gives a circulation of 
600,000, minimum 95% 
paid, we mean that we 
guarantee that amount of 
circulation every month 
(not an average of 600,- 
ooo for each of the twelve 
months). 


This circulation is based 
on the findings of the 
Association of American 
Advertisers, and has a 
rebate-backed guarantee 
behind it. 


No other woman’s maga- 
zine gives a positive guar- 
antee of its circulation. 


IADIES WORD 


NEW YORK 
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TRADE-MARKS—THE MAN- 
UFACTURER’S COMMER- 
CIAL AUTOGRAPH. 





EXACT MEANS OF IDENTITY OF 
QUALITY GOODS VITAL IN SELLING— 
AD-EL-ITE PAINTS ADOPT GENERAL 
TRADE-MARK -— RECORDING THE 
MANUFACTURER'S WORD FOR RE- 
LIABILITY. 





By Frederick Arnold Farrar, 
Advertising Manager, Adams & Elting 
Co. (Ad-el-ite Paints). 

He saw it advertised—bought 
it—liked it and has used it ever 
since. That’s the whole story. 

The article was trade-marked. 
He noticed it in the ad, on the 
circulars and on the package. It 
was distinct, it made an impres- 
sion and when he returned in- 
sisted that his repurchase bore 
the same character. But the 
money spent in production, ad- 
vertising and selling would have 
been lost were the article wanting 
in quality. 

Where right value is received, 
time is saved through exact 
knowledge of 100 per cent goods 
and the dealer (and the manufac- 
turer) gains a permanent custo- 
mer. 

Trade-marks should be, and in 
most cases are, a_ trustworthy 
guide. Behind them should stand 
both quality and _ responsibility; 
guaranteeing uniform satisfaction. 
However, a printed guarantee or 
merely to say an article is “guar- 
anteed” may mean little or noth- 
ing. It has come to this, that 
the only real guarantee is the 
tested integrity of the manufac- 
turer behind the goods. He must 
keep steadily in view his respon- 
sibility to himself, the dealer and 
the consumer. 

Marshall Field took the stand 
that his customers were always 
right and when manufacturers de- 
cide that all risk should rest upon 
the seller, not the buyer, better 
goods will result. The dealer 
should not be expected to stand 
any ill will resulting from poor 
goods. 

When advertising or sales pro- 
motion cost is met at the expense 





of quality, advertising should be 
discontinued until the standard 
of the goods is brought up. Not 
only must the product be good 
in the beginning but must con- 
tinue so. It is a short-sighted 
policy to cut down value with- 
out public knowledge, for the 
fraud once discovered they re- 
fuse to be humbugged a second 
time. Popular resentment will 
close the biggest factory. Good 
quality builds—to fake is to finish, 

Making friends of customers is 
one of the most important de- 
tails of any business and _ pays 
handsomely. Dealers buying 
either through a jobber or from 
a manufacturer should consider 
it a great asset to be allied with 
one who recognizes the absolute 
necessity of supplying goods of 
the kind that establishes and 
strengthens friendly consumer re- 
lations, back of whose trade-mark 
are found essentials that hold 
belief in the product it covers. 
Dealers should take care to pur- 
chase through commercially hon- 
est houses—those which feel, as 
all should, that the dealer’s suc- 
cess must precede his own. 

The suggestive trade-mark plus 
goods of permanent quality be- 
come builders of good-will which, 
by the way, is no longer an ob- 
scure thing. It is being accorded 
more and more substantial recog- 
nition as an asset. It is an exist- 
ing advantage in established trade 
relations with the general buying 
public. It is measurable and 
definite, is reckoned in financial 
dealings and stands in the courts. 

It cannot be disassociated with 
the handling of any product and 
in outlining the experience of the 
National Biscuit Company W. W. 
Green, the president, takes it up 
first; a view which is more in- 
teresting because of his previous 
experience as a corporation law- 
yer. 

They say the New York Herald 
earns between five hundred thou- 
sand and a million dollars yearly. 
Materially its chief asset is the 
beautiful building in Herald 
Square. If that should burn up 
to-night there would be nothing 
left of the Herald materially to- 
morrow morning. Yet its mere 
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name would be just as valuable. 
That is good-will. In a recent 
transaction, involving four hun- 
dred and fifty thousand dollars, 
the tangible assets of the company 
amounted to only fifty thousand. 
Four hundred thousand dollars 
was for good-will—a figure set as 
the value created by the familiar 
trade-mark and the friendly re- 
lation existing between the con- 
sumer and the product covered. 

The trade-mark, however, is 
only an emblem. It actually pro- 
duces no business nor has in it- 
self any creative power. The 
value lies wholly in the action it 
inspires, its ability to suggest by 
continued appearance, to create 
sentiment, to crystallize opinions 
and eventually to build markets. 

Powerful, persistent publicity 
tends to invest an article with 
more value in the purchaser’s 
mind who unconsciously asso- 
ciates it with merit and be- 
comes predisposed in its favor. 
You know that the manufacturer 
has put his best into it. He 
could not afford to do otherwise 
for business is built on faith and 
to destroy confidence is to kill 
customers. 





The Adams & Elting Company 
has adopted a new trade-mark— 
a rabbit—in order to simplify 
identification of all its products— 
a thing which is needed by many 
manufacturers. It’s a promise 
that we will make good. 

The Ad-el-ite Rabbit will be 
found on everything we issue. By 
its persistency every label, color 
card, advertisement, poster, etc., 
will each bear out a plan and be- 
come a link in our chain of sell- 
ing policy to establish credit with 
the public. 

Such an establishment of his 
trade-mark must be the aim of 
every manufacturer. 
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The Standard Paper for Business Sta- 
tionery—“Look for the Water-Mark” 





Imitations 


The most regrettable fea- 
ture about the many imita- 
tions of Old Hampshire 
Bond is that the firms who 
buy these imitations are 
themselves unconscious imi- 
tators of the firms who use 
the real 


OLD HAMPSHIRE BOND 


The “‘feel” and “crackle” 
of Old Hampshire Bond are 
unmistakable to the man 
who has used it once, while 
the water-mark will identify 
it to the neophyte. 


Let us send you the Old 
Hampshire Bond Book of Spe- 
cimens. It contains sugges- 
tive specimens of letterheads, 
and other business forms, 
printed, lithographed and_ en- 
graved on the white and four- 
teen colors of Old Hampshire 
Bond. Write for it on your 
present letterhead. 





Hampshire Paper Co. 


The only paper makers in the 
world making bond paper 
exclusively. 


SOUTH HADLEY FALLS 
MASSACHUSETTS 





Made “A Little Better than Seems Nec- 
essary’—“Look for the Water-Mark”’ 
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= the success attending their methods 
of selecting advertising mediums, certain 
Advertisers are conceded the title “Experts.” 


Each publication must definitely and 
specifically show just how sales can be in- 
fluenced through advertising in its columns 
before it finds a place on these “Expert” 
lists. 


These “Experts” realize that, in the ag- 
gregate, the business of the small-city field 
is tremendous and the majority of these 
“Experts” have selected THE PEOPLE’S 
HOME JOURNAL with its entire circula- 
tion (over 900,000 copies per month) con- 
centrated in the small-city field, as the lead- 
ing medium through which their advertising 
99 will exert maximum influence upon this vast 


5 volume of trade. 
F. M. LUPTON, Publisher 
New York 
7 J. P. Batmer Jos. A. Moore 
Western Manager Advertising Manager 


Chicago New York 
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DEVELOPING AN AGENCY 
PROPOSITION THROUGH 
FARM PAPERS. 





ACETYLENE GAS GENERATOR ADVER- 
TISED IN SUCH SECTIONS WHERE 
AGENTS ARE—HEAVY RESULTS 
FROM -FARM CAMPAIGN—SPREAD- 
ING OUT GRADUALLY, 





The J. B. Coit Co, of New 
York, which manufactures the 
Colt Acetylene Generator, has 
come to look to the farmers of 
the country as a market, by fol- 
lowing the line of least resistance. 
It would be practically useless to 
compete with the gas and electric 
light companies in the towns and 
the cities. 

In the process of “finding 
themselves” at the start the com- 
pany rather recklessly inserted a 
series of advertisements in a 
large national weekly. It was 
quickly evident that advertising 
of this kind would never bring 
success, for too much of the cir- 
culation was an absolute waste. 

The problem was to concen- 
trate upon the field of the great- 
est possibilities. That field was 
among the farmers. A straight 
approach to farmers through 
good farm papers was, therefore, 
calculated to be the best step. 

Advertisements of 88 lines 
were run in the Country Gentle- 
man, the Rural New Yorker, the 
American Agriculturist, and the 
National Stockman and Farmer. 
The response proved to be an 
embarrassment of riches. Said 
W. S. Hoyt, the advertising man- 
ager: 

“The very first advertisement 
showed what a lively interest the 
farmers had in up-to-date light- 
ing facilities for their houses and 
barns. As the other publicity in 
the farm papers began to take 
hold inquiries came into our of- 
fice by the score. 

“We were so much encouraged 
that we began negotiations with 
Lord & Thomas to extend the 
campaign in the agricultural pa- 
pers. We had got as far as decid- 
ing upon the larger size of copy 
to use in a rather extended list 
when our plans were interrupted 
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by the complications that arose 
when we tried to care for the 
inquiries that had already 
come 1n, 

“Let me explain the mechanics 
of our selling, in order that you 
may understand the position we 
have come to take in the matter 
of advertising. We sell through 
agents mostly, and through deal- 
ers to a relatively small extent. 
The generator is an agent’s prop- 
osition, essentially, and it would 
not pay us to try to stock up 
dealers over the country. The 
machine is rather costly, ranging 
up to $175. To dispose of a 
product like this to a hard-headed 
farmer demands direct and force- 
ful solicitation and that we could 
not uniformly get through the 
dealers. 

“Therefore, when we came to 
the point of ‘following-up’ the in- 
quiries we found that we had to 
do so by sending an agent per- 
sonally. A circular or a letter 
would not close the sale. This 
cannot be made a_ mail-order 
proposition. 

“It was easy for an agent in 
the field to call upon an inquirer 
if he was near by. But if an 
inquirer was at a distance of 100 
or 150 miles, the expense of get- 
ting to him, in time and money, 
proved to be a very large item. 
Often this expense wiped out the 
profit on the sale, if made. 

“This one reason alone explains 
why at present we are not in 
more farm papers than we are. 
The farm papers are wonderful 
pullers, and the farmers seem to 
be ready to spend their money 
for generators, if they can be per- 
suaded that they will repay an in- 
vestment, 

“But our organization as it 
stands is not large enough to 
cope with the response from the 
advertising. To advertise more 
widely would only bring upon us 
another avalanche of letters, which 
could not be followed up by the 
visit of an agent until the edge 
of the farmer’s interest had 
worn off. A three months’ late 
follow-up is worse than none 
at all. 

“We naturally are looking for- 
ward to the time when we will 
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have an organization of represen- 
tatives that will be able to handle 
the returns from a good campaign. 
Until that time comes, we are try- 
ing the best we can to centralize 
upon those sections where we van 
promptly solicit a man, if he 
shows an interest in our adver- 
tising. 

“From the Rural New Yorker 
and the Country Gentleman come 
inquiries that we can easily han- 
dle in our New York organiza- 
tion. In other sections not 
closely covered by a farm paper, 
we get at the farmers by direct 
personal solicitation through 
agents or by working out lists 
sent us by our agents on the 
ground. Every name upon such 
a list is a live prospect. 

“We are expecting that the 
coming season will be a_ very 
good one. Our agents from a 
wide territory, especially from 
the Middle West, report that 
business among the farmers will 


undoubtedly be very brisk this, 


fall. The pocket-books of the 
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farmers are likely to be full, and 
we naturally regret that our force 
is not yet built up to an extent 
that would justify a hard cam- 
paign in a good list of farm pa- 
pers. But such a campaign, we 
hope, will be made eventually.” 
PSE TELE 
A CAPTAIN OF INDUSTRY ON 
ADVERTISING. 





One morning last winter an author, 
whose name is known throughout the 
country, called upon qa wealthy friend, 
one of the country’s captains of in- 
dustry. He found the famous business 
man in his library, surrounded by piles 
of newspapers and magazines. 

“Do you read all these?” asked the 
friend. 

“I read what you write,” responded 
the captain of industry, “and, of course, 
the leading news of the day, but out- 
side of these I read, principally, the ad- 
vertisements. A man in my position 
cannot keep abreast of the times with- 
out reading the advertisements. They 
hold the news of the industrial world; 
they tell me the latest trend of inven- 
tive and advanced business thought. 
There is a guarantee, to my mind, in 
every advertisement; the man who has 
enough confidence in his goods to ad- 
vertise them boldly is the man who 
appeals to me.’”’—Baltimore Sun. 

















The 


George LDyer Company 
42 Broadway 
New York 
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and Billboard Advertising 
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SECURES IMPORTANT 

POST-OFFICE RULING 

ON THIRD-CLASS 
MATTER. 
CONCESSIONS MADE TO THE WHIT- 

MAN CO., OF NEW YORK—PRINTED 

MATTER TO BE DELIVERED TO AD- 

DRESS ALTHOUGH ADDRESSEE HAS 

MOVED—A SAVING OF 15,000 CIR- 

CULARS IN ONE INSTANCE, 

The following communication 
is of general interest to all adver- 
tisers whose campaigns include 
the mails as a means of reaching 
consumers : 

THE WHITMAN ComPANy, 

127 Duane Street, New York, 

Sept. 15, IQI0. 
Editor of Printers’ INK: 

All advertising men know how 
unsatisfactory it has been hereto- 
fore in mailing third-class mat- 
ter, owing to a rule of the Post- 
Office Department that when such 
matter is not delivered it shall 
be returned by the carriers to the 
Post-Office, where it is destroyed. 
In some cases this works a great 
injustice to advertisers, because, 
from the nature of this class of 
matter, it is generally immaterial 
who receives it, for in an article 
of household use the same result 
is accomplished whether the cir- 
cular is received by Mr. A, or 
Mr. B, but under the ruling that 
such matter must absolutely be 
delivered to the addressee, it is 
the means of a heavy percentage 
of loss of undelivered matter. 

We have a contract with a firm 
which handles an article used in 
most households. After carefully 
considering the subject, it was 
concluded that it would be best 
to mail the advertising matter to 
names in the various city direc- 
tories in the territory covered—to 
150,000 names, monthly. The first 
mailing resulted in 15,000 circu- 
lars not being delivered out of 
60,000 mailed, in an adjacent city, 
where there is an _ unusually 
large number of removals. We 
immediately communicated with 
that Post-Office and found the 
official, with whom our represen- 
tative talked very much, inclined 
to be accommodating, and partly 
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through his suggestion, we wrote 
the postmaster-general. 

We received a reasonably sat- 
isfactory reply from the assistant 
postmaster-general, to whom the 
matter had been referred, how- 
ever, on the strength of the first 
reply, the post-offices with one 
exception fell in with our re- 
quest, delivering all such mail 
matter when the words “or pres- 
ent occupant” was placed between 
the name and address. 

The New York  Post-Office, 
however, failed to see the matter 
in the light we wished them to, 
owing, it was claimed, to certain 
conditions existing in New York 
which did not exist in any of the 
adjacent towns, but after some 
correspondence, we have obtained 
the following replies: 


WasuinctTon, Aug. 25, 1910. 
The Whitman Company, 
Gentlemen :— 

In reply to your letter of the 5th in- 
stant, regarding the treatment of 
printed matter directed to ‘‘Mr. T. Bel- 
mont, or present occupant, 256 West 
Fifty-fifth street, New York,” you are 
informed that suitable instructions have 
been issued which will cause such mat- 
ter to be delivered to the number given 
unless the occupant of the premises 
refiises to accept it. 

P. GRANDFIELD, 
First Asst. Postmaster General. 

Since receiving the above, we 

have received a decision from the 


New York Post-Office as follows: 


September 7, 1910. 
The Whitman Company, 
Gentlemen :— 

I have to advise that this office has 
been notified by letter from the Honor- 
able First Assistant Postmaster General, 
Division of City Delivery, that in the 
case of printed matter directed to an 
individuz al name followed by the words 
“or present occupant,” at a specific ad- 
dress, delivery shall be made at the 
address given, unless the matter be re- 
fused by the occupant and orders have 
been given accordingly. 

E. M. Morcan, 
Postmaster. 
Per Thos. F. Murphy,Asst. P. M. 


This decision will save the de- 
struction of millions of catalogues 
and other pieces of advertising 
matter, as under the previous 
ruling it was necessary, in order 
to save undelivered mail matter 
of this class from destruction, to 
have it returned and readdressed 
and new stamps attached. 


THe WHITMAN Co. 
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I Know Your Readers 
Are The Best Farmers 


writes the president of one of igo largest advertising 
agencies. He says it ought not to take any great skill 
for our solicitors to get FARM AND HOME on every 
advertiser’s list, because in his opinion that national, semi- 
monthly 


FARM 4 FOME 


ought to go on every farm paper list automatically, as it is 
one of the few great big good agricultural papers of America. 
He knows, for he’s proved its value. You ask any agent 
familiar with farm papers if he does not believe that FARM 
AND HOME’S guaranteed 


500,000 Circulation 


in homes like our subscriber’s shown above will pay you. 
See the number and character of our advertisements— 
not alone agricultural necessities, but personal and house- 
hold luxuries usually advertised in magazines only. We 
guarantee our advertisers, and accept no medical, finan- 
cial or doubtful ones. See why it pays. Our circulation has 
purchasing power. 


THE PHELPS PUBLISHING COMPANY 


1209 People’s Gas Building Myrick Building 439 Lafayette Street 
hicago, Springfield, Mass. New York City 
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HOW THE BURROUGHS AP- 
PLIES THE CONVEN- 
TION IDEA. 





GATHERINGS OF A GENERAL CHAR- 
ACTER IN THE SUMMER AND THE 
RESULTS: ATTAINED—THE SUB- 
CONVENTIONS THROUGHOUT THE 
YEAR FOR SPECIAL INSTRUCTION OF 
OLD AND NEW MEN—THE BUILD- 
ING UP OF AN ESPRIT DE CORPS— 
HOW THE EXPENSES ARE BORNE, 





By E. St. Elmo Lewis, 


Advertising Manager, Burroughs Add- 
ing Machine Co., Detroit, Mich. 
The idea of holding conventions 

was first established in our or- 

ganization about six years ago. 

We hold our conventions at the 
factory, and they are of several 
different kinds. We hold a gen- 
eral convention about once in two 
years, when we bring into the fac- 
tory about 90 per cent. of our or- 
ganization, leaving only a few 
men in the field, to look after the 
trials and the routine work in 
connection with each agency, and 
to supervise the work of our 
mechanical inspectors. 

The conventions of a general 
character are held during the 
summer ‘months, except occasion- 
ally, when we hold a convention 
in the winter time, but that is 
largely due to some special trade 
conditions that make such a con- 
vention desirable. But we aim, 
however, to have the convention 
held under the most favorable 
circumstances, and as Detroit is 
so beautifully situated, we gen- 
erally have it there. 

The sub-conventions, or rather 
classes, as we call them, are also 
held at Detroit, but from time to 
time throughout the year, as we 
have no definite date for these. 
These conventions are classes 
which are composed, in some 
cases, of sales managers, who 
meet together to discuss various 
business policies and new inven- 
tions, etc. Then we have other 
classes composed entirely of sales- 
men. These are generally sub- 
divided, in turn, into old and new 
men. The older men are taken 
through the work of the organ- 
ization in connection with new 
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inventions, the application of the 
machines to new grades of work, 
etc. The new men are coached 
in the methods that have been 
found effective in marketing our 
product. 

The general conventions are at- 
tended by from 300 to 350 men; 
the conventions of sales man- 
agers, from I0 to 50 men. The 
classes are generally held down 
to about 25 men, so as to give the 
opportunity to get a personal ele- 
ment into the teaching work. 

The topics that are discussed at 
the general conventions are sales 
policies, the application of new 
types of adding machines that we 
have perfected, the work of ap- 
plying machines to specific lines 
of business, and how it can best 
be done. There is also discussion 
of advertising plans and cam- 
paigns, and the general inter- 
change of opinion relative to com- 
pany work. 

The expenses in connection 
with the general conventions, of 
course, are very large. These are 
borne by the company, with the 
exception of the hotel bills of the 
attendants. The classes and the 
sales managers’ conventions are 
operated much the same way, al- 
though we make a practice, occa- 
sionally, in connection with the 
new men, to stand a portion of 
the expenses of their attendance 
at the class meeting. 

The general conventions gen- 
erally last about three or four 
days. The conventions of sales 
managers last about the same 
time. The classes last all the way 
from three days to a week, but 
we believe, in general, that the 
time is too short, that a greater 
amount of time should be given 
to the accomplishment of prac- 
tical results by intensive teach- 
ine 

The practical results from this 
work have been thoroughly satis- 
factory. We believe it has 
aroused a considerable esprit de 
corps in our organization, and it 
has given us an opportunity to 
teach the men how to operate the 
machines in connection with the 
specific applications of various 
types to particular lines of busi- 
ness that we could not have ac- 
complished in any other way. We 
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believe that our efficiency wouid 
be seriously lowered if it were 
not for these frequent meetings 
of the heads of departments with 
the men in the field, and our 
methods of teaching, which place 
ir the hands of those who have to 
handle the new ideas the most 
efficient ways in which to handle 
them, and the most attractive 
methods of putting them before 
the possible buyer, 

Qur work is vastly different from 
a great many other lines, It is 
largely educational. When it is 
taken into consideration that we 
have 15,coo adding machines on 
trial ail the time, educating the 
American business men in their 
adaptability and their usefulness, 
their money, time and work sav- 
ing to him, it will be understood 
that we must teach our men how 
to go intogthe average business 
office and”show the man exactly 
what he is getting with the aid of 
the machine, that he- could not 
have without its aid. 





ADVERTISING MEN AND GOLF. 


There promises to be lively doings 
among the advertising men in the metro- 
politan district on the different golf 
courses hereabout this fall. Now that 
a permanent_local association has been 
organized it is promised by the officers 
that tournaments will be held the latter 
part of September, one in October, and 
another in November. Owing to the 
largé number of advertising men who 
are devotees of golf in New York the 
oficers of the association have found 
it necessary to limit the membership 
to 150, and as there are now enrolled 
over 125 members but few vacancies 
remain to be filled. Anybody interested 
in advertising is eligible to membership. 
The September tournament will in all 
likelihood be held at the Baltusrol Golf 
Club on Sept. 29th, when no less than 
twelve prizes will be competed for. 

he officers of the association are: 
President, William H. Beers; vice-presi- 
dent, Don M. Parker; secretary, Louis 
De Veau; treasurer, B. H. Ridder; 
chairman of admission committee, Rich- 
ard R. Mamlok, 290 Fifth avenue, New 
York, The association is composed of 
a number of prominent golfers, among 
whom are L. A. Hamilton, of Engle- 
wood; Joseph Knapp and Frank Pres- 
brey, of Garden City; A. S. Higgins, of 
St. Andrew’s; W. C. Freeman, of Fox 
Hills- Marshall Whitlach, of Dyker 
Meadow; C. W. Inslee, of Wykagyl; 
Kurtz Wilson, of Apawamis; W. C. 
Childs, of Greenwich; A. W. Erickson, 
of Oakland; E. J. Ridgway, J. C. Platt 
and Jason Rogers, of Montclair; J. W. 
Erickson, of Plainfield; George Perry, 
of Hackensack, and S. Keith Evans, of 
Knollwood. 
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The time is here. 


The territory is pros- 
perous and responsive. 


The medium of pub- 
licity is at hand. THE 
UTICA 





with the confidence, respect 
and esteem born of nearly 
30 years of helpful service, 
OPENS THE WAY IN- 
TO 140,000 HOMES OF 
THRIFT AND INTELLI- 
GENCE IN INTERIOR 
NEW YORK, NEW ENG- 
LAND AND ADJACENT 
STATES. 


Homes you cannot afford 
to omit, and yet cannot be 
so surely nor economically 
reached by other mediums. 


Give us an opportunity to 
lay before you facts and fig 
ures showing where and 
among what class of people 
the SATURDAY GLOBE 
circulates. You will thank 
us eventually. 


SMITH & BUDD CO. 
Advertising Representatives 
arenes Bldg., New York; Tribune 


Idg., Chicago; Chemical 
Bldg., St. Louis. 
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“Responsibility.” 


“Johnny,” said the teacher, “can you give us a sentence 
to illustrate the meaning of the word ‘responsibility’ ?” 
Johnny looked thoughtful, then grinned sheepishly, and 
said, “When one of your suspender buttons comes off, 1t 
, ) I 
puts a great responsibility on the other button.” 


That’s the way “responsibility”. is constantly put on 
the Farm JournaL. Time after time, when it is placed 
on lists with other journals, the advertisers write, “More 
orders came from the Farm JourNAL than from all the 
rest put together.” Over and over advertisers and agents 
have reported that the Farm JourNat pulled well when, 
all other mediums failed. 

The Farm Journat is the wheel-horse, the “old reli- 
able,” strong and able, the one that experienced adver- 
tisers and agents know they can count on. If it some- 
times has to pull the whole load and the other horse be- 
side, why, at any rate it’s a fine thing to have one horse 
that you know will not balk nor hang back. 


Put the whole responsibility on the Farm JourNAL. 


Forms for November close October 5th. $4.00 a line for over 800,000 copies. 


WILMER ATKINSON COMPANY 
PUBLISHERS 


PHILADELPHIA 







































A MOLASSES MAKER’S 
QUICK SCHOOLING IN 
ADVERTISING. 


GLEN” 


“SUGAR MOLASSES, ADVER- 
TISED A FEW YEARS AGO MOST 
EXECRABLY, NOW USING STRONG 


NEWSPAPERS — NEW 
MOVES MORE RAPIDLY 


COPY IN 

CAMPAIGN 

THAN OLD. 

By Horace Greenleaf. 

If every manufacturer would 
“ring out the old, ring in the new” 
in advertising and sales plans as 
unhesitatingly as C. E. Coe, Mem- 
phis, maker of “Sugar Glen” Mo- 
lasses, a splendid general trade 
stimulus would result. 

Several years ago Mr. Coe be- 
came impressed with the fact that 
there was practically no molasses 
being advertised. Knowing its 
very extensive consumption, and 
its prospects for use by rich and 
poor everywhere, he~ determined 
to trade-mark and advertise a 
molasses which he had been mak- 
ing and selling in the conven- 
tional way for several years. 

Accordingly he started! Never 
was there a more typical exam- 
ple of the hazy, elemental concep- 
tion of advertising possessed by 
the manufacturer. Like thou- 
sands before him, Mr. Coe did 
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“BEFORE — 


the best he knew how—proving 
by his efforts how great is the 
need for experienced help in so 
vital an undertaking as adver- 
tising. 

Looking back now upon the 
first newspaper advertising of any 
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it seems a miracle that 
“took hold” as well 
The truth is that the 
advertising was execrable. Mr. 
Coe had observed the remark- 
able manner in which, it, seemed 
to him, children become inter- 
ested in the colored comic sec- 
tions of the Sundzy newspapers, 
and he made that mistake so ccm- 


molasses, 
Sugar Glen 
as it did. 





STUDY requires a well 
nourished body anda brain 
supplied with warm, red 
blood corpuscles. Ener- 
getic, vigorous boys and 
gitls make the best sgholars, 
Anemic, underfed pupils 
are a trial to themselves: 
and to their teachers. They 
cannot concentrate nor 
observe clearly. 


Sagar 


is an ideal ration for children. Let them 
have plenty of it—on cakes—as a syrup 
for muffins or corn bread. The juice of 
ripe sugar cane—it is eagerly absorbed and 
transformed into rich ted blood by the 
digestive juices. It is a great heat and 
energy producer and tissue builder. 


At cil grocers. 25,45, 80c the can. 











AND “AFTER.” 


mon to advertising neophytes of 
choosing to make a hit along 
humorous lines. He figured out 
that, if he attempted to be hu- 
morous in his advertising of 
Sugar Glen Molasses, he would 
please the little folks, and, 
through them, their elders. 

With this “fundamental” idea in 
mind, Mr, Coe began a campaign 
in the local Memphis newspapers, 
using the Commercial Appeal, the 
Morning News and the Evening 
Scimitar. The copy was of the 
crudest and the illustrations were 
even more amateurish, being pen 
drawings which were out of 
joint at every turn. But it was 
not long, in spite of these faults, 
before this advertising began 
attracting considerable attention. 
The idea of an advertised mo- 
lasses appealed to the heart of 
the Southerner whatever the copy 
used. Even those who chose to 
criticise served to help along the 
merchandising by talking about 
it. Every kick was a boost. 











About this time the good genius 
of advertising, who watches over 
the fate of more than one well- 
meant but poorly planned cam- 
paign, came to the rescue. A few 
sketches were presented to Mr. 
Coe and his partner, W. S. 
McCann. They were of a much 
higher -order than those which 
had been used previously. The 
change to them was obviously for 
the best and was made with alac- 
rity upon Mr. McCann’s sugges- 
tion. The change effected a 
marked betterment in the sales 
almost immediately. 

About this time Penick & Ferd, 
Ltd., took over the business of 
Mr. Coe. The new concern saw 
the fitness of carrying on the 
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ANOTHER OF THE BETTER SERIES. 


newspaper advertising. Its ex- 
tent was almost immediately en- 
larged and soon Sugar Glen ad- 
vertising was appearing in the 
larger cities of Arkansas, and in 
Nashville, Louisville and Indian- 
apolis. 

To supplement this advertising, 
Penick & Ford saw the wisdom 
of detail work at the different 
fairs held in this territory from 
time to time. Booths were estab- 
lished at these fairs where Sugar 
Glen was demonstrated with 
great success. In addition, some 
advertising was done in the street 
cars, but this at no time rivalled 
in extent the newspaper cam- 
paigns. 

It has always been the policy in 
connection with Sugar Glen Mo- 
lasses to sell through the jobbers 
entirely. With this fact espe- 
cially in view, Penick & Ford 
have also put considerable special 
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attention upon the jobbers and 
the jckbers’ selesmen, supplying 
them with every possible faci.ity 
to talk the brand intelligently and 
profitably. 

To-day Sugar Glen Molasses is 
a big seller, considering the some- 
what limited territory in which it 
has been pushed. But the inter- 
esting thing about it all is that it 
is not the best selling molasses 
handled by Penick & Ford. Prof- 
iting by their experience with 
Sugar Glen, the latter firm has 
recently put out another adver- 
tised brand of molasses, calling it 
simply Velva. Velva has been 
advertised on a more extensive 
scale than Sugar Glen, and the 
sales have been larger in propor- 
tion. To-day the sales of Velva 
are much larger than those of 
Sugar Glen not only at the Penick 
& Ford New Orleans and Shreve- 
port factories, but at the Mem- 
phis factory, too, in Sugar Glen’s 
original stamping ground. Pin the 
present writing, N. Ayer & 
Son are planning a Velva adver- 
tising campaign along much 
vaster lines than has cver been 
attempted for any molasses in the 
past. 


_—_— —_-o- 


COURSES AT WISCONSIN. 





The new bulletin of the University of 
Wisconsin has been issued. It contains 
a resume of the work and courses in 
the School of Journalism conducted by 
the university. Last year this school 
had 102 students. Among the courses 
outlined is one in gericutu journal- 
ism to be conducted by J. Clyde Mar- 
quis, formerly of ~ Phel s eee 
Company, Springfi Ties 
course includes on and a, “ 
writing to meet the special requirements 
of the agricultural journals with prac- 
tice in photography for the press, The 
exercises will include practice m the 
preparation of articles of the various 
classes, editing, proofreading, reviewing, 
interviewing, preparation of special arti- 
cles, etc. 

Mr. Marquis will give a course in 
agricultural advertising. 

It is expected to organize an Ad Club 
among the students this year, and to 
have this club co- operate with the Mil- 
waukee Advertisers’ Club, securing 
speakers, etc. 

SS eee 


The Three-in-One Oil Company, New 
York, has just begun the manufacture 
of Oil in Canada. It has issued a 
“Canadian edition” of its house organ, 
8-in-1 Sense, and expects to advertise 
the oil extensively in Caanda. 
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520 Discriminating Advertisers 


Have Used Space in 


The Christian Herald 


during the year September 1909— 
September 1gI0o. 

They have found it an ideal adver- 
tising medium with an unlimited range 
of usefulness, because it is a home 
publication possessing the unbounded 
faith of its readers. 

Here are the proofs: 

86% of its subscriptions are renewals. 

95% of its circulation goes to paid-in- 
advance subscribers. 

Guaranteed 300,000, its circulation 
has actually averaged 335,115 for the 
last 23 weeks. 

May we send you the names of our 
advertisers? 


OTTO KOENIG 
Bible House New York 


O. McG. HOWARD CHARLES DORR 
Marquette Building Six Beacom Street 
Chicago, Illinois Boston, Mass. 
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Put Your City on the Map! 
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HERE are many, many live, thriving cities interesting 
po ipereeertnet to you on this map if you but knew of their 

characteristics, their advantages; as they are shown 
here they have no significance to you, but if the light of 
publicity is put behind them, they will shine out like a 
beacon in the night. The advertised city, instead of being 
a mere name, becomes a living, active community, full of 
opportunities, and wherever seen the printed letters of the 
name suggest the place, the people, and the opportunities. 


The World’s Work 


has worked out a plan by which your city can be put on the 
map in so that it cannot be overlooked. 

Send for the most complete book on municipal advertis- 
ing ever published, no charge. 


City Promotion Department 


THE WORLD’S WORK 


133 East 16th Street New York 
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WASTE IN ADVERTISING 
LITERATURE. 





CONTRIBUTIONS TO UNDER-COUNTER 
AND ALLEY-FIRE CIRCULATION— 
WHAT ONE DEALER SAID — A 
CLEARING HOUSE SUGGESTED — 
PUTTING DEALERS ON RECORD. 





By Frank Markward, 


Advertising Manager, Wm. Volker & 
Co., Kansas City. 

‘There are so many of us work- 
ing for the welfare of the retail 
merchant whose “ignorance” of 
how to do business is so appalling 
that the writer has sometimes 
wondered what the retailer thinks 
of all this advertising and sale 
scheme manna that comes, not 
“as the gentle dew of heaven,” 
but more as an uproarious spring 
freshet around his premises. 

In very truth, he must have the 
absorbing qualities of a sponge or 
the repelling characteristics of a 
hard-shell turtle to stand the 
avalanche of suggestions that pour 
in on him from every compass 
point, and still retain his mental 
equipoise. Apparently no line of 
retailing is immune from the per- 
sistent efforts of the advertising 
manager of manufacturer and 
wholesaler, and his devising ad- 
vertising and merchandising abili- 
ties are harrowed for ideas and 
plans which will make the busi-: 
ness path of the retailer easier 
and more profitable. 

Incidentally the especial prod- 
uct of the aforementioned manu- 
facturer and wholesaler also 
claims a more or less liberal share 
of the retailer’s effort and local 
limelight. Which carries out the 
nothing for nothing rule of com- 
pensatory law. This arraignment, 
if that be the word, also finds 
the writer in the guilty column 
with other members of the adver- 
tising fraternity. It seems we 
have all unanimously agreed that 
the retailer must be educated and 
are equally oblivious as to wheth- 
er he wants to matriculate or not. 

From our viewpoint what we 
offer is good for him and it is 
not a question of whether he 
wants to receive it—he has to. 
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WHAT ONE RETAILER SAID. 


Recently a letter was sent out to 
several thousand retailers who 
had previously received a house 
magazine in which plans, selling 
suggestions, window displays, 
backgrounds and other ideas were 
exploited in connection with mer- 
chandise advertising. The letter 
was for the purpose of learning 
the retailer’s opinion of the house 
organ, the benefit derived from it 
and whether the dealer wanted the 
paper continued and forwarded to 
his address. By far the greater 
number claimed the paper mate- 
rially helped them, but one letter, 
frank to a brutal analysis, handed 
this bouquet over the footlights: 

Answering your favor of the 20th 
in reference to your monthly publica- 
tion, we wish to say we have read very 
little of it and made use of none of the 
suggestions. 

ou would be surprised to learn the 
enormous amount of all kinds of a 
schemes and plans we are flooded wit 
and it is an absolute impossibility for 
us to go through half of it. It would 
require an extra clerk to read and 
classify it ready for use and, after all, 
the manager of a concern the size of 
ours is the one that must read it him- 
self in order to know whether it can 
be used to advantage. This man does 
the buying, the bookkeeping and cor- 
espondence, the ad writing and a thou- 
sand and one other things, and by the 
time he gets through with the Hoosier 
& McDougall kitchen cabinet schemes, 
the Macey & Gunn cases, the Caloric 
cookers, the Under Porch screens, the 
various go-cart propositions, the sug- 
gestions from the Harpen, Berkey & 
Gay, Stickley, Limebert, Stearns & 
Foster, Sealy mattress people and many 
others, too numerous to mention, his 
head is about as big as a barrel. Yours 
truly, 

From which may be concluded 
a number of things, one being that 
this firm deals with representative 
houses and another that the man- 
ager needs an assistant. 

But, taking this letter as a fair 
statement of the facts, does it not 
appear that a very large amount 
of presumably good material plus 
an additional amount of effort 
goes largely to waste? 

A CLEARING HOUSE FOR ADVERTIS- 
ING AIDS, 

There should be a revision in 
methods; there ought to be a 
clearing house for merchant helps 
where the merchant’s past record 
in handling contributed business 
aids is to be had. 
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Record 


Advertisers to-day want to 
know exactly what they 
are buying. They want to 
purchase space on the same 
definite basis as they do 
printed matter or materials 
used in the manufacture of 
their product. Both quan- 
tity and quality must be 
known, The Troy Record 
is the only newspaper in 
the big Troy field which 
has had its circulation 
proven. 


Circulation of 
22,414 


Guaranteed 


There can be no question 
as to quantity. The qual- 
ity of the Record circula- 
tion is proven by its local 
patronage. There isn’t a 
Troy retailer who adver- 
tises but who uses its col- 
umns, and many of Troy’s 
brightest and most success- 
ful merchants use them ex- 
clusively. Ask the men who 
retail your product in this 
territory which newspaper 
they believe will help them 
most and their unanimous 
reply will be THE REC- 
ORD. 








THE TROY RECORD 
TROY, N. Y. 






iccpeienmcies 
In Troy 














Judging from the letter quoted 
here, many manufacturers must 
forward their advertising helps, 
newspaper cuts, plans, etc. to 
every retailer customer without 
finding out if he will use it or 
not. Advertising matter which 
lies under a store counter or is 
privately sent to the alley trash 
heap is hardly eligible to the prof- 
itable class and this, quite regard- 
less of the care and ability with 
which it is prepared. 


That clearing-house idea would~ 


be a fine thing if it were possible 
to work it out. It seems to me 
the average merchant holds the 
aids offered him by his wholesaler 
or the manufacturer with whom 
he deals entirely too cheaply, the 
reason being that such aids are too 
easy to secure and the mind fails 
to appreciate at its value that 
which comes with little effort. 

Suppose manufacturers and 
wholesalers who supply their re- 
tail patrons with business litera- 
ture and the various advertising 
helps formed a clearing house 
something on the order of the 
national banks and jointly issued 
the advertising in some collabo- 
rated form. There would be a 
great saving in printing costs and 
the matter could be prepared by 
the individual advertising de- 
partments as they now are. 

The question then arises as to 
competitors in the same line, and 
this may be difficult; but two com- 
petitors might better occupy ‘the 
same catalogue, magazine or post- 
er that is really distributed to the 
ultimate consumer than have the 
printed result of their efforts 
slowly assume a bilious yellow 
tint under the not too clean 
counter of a retail store. Step 
the. second would be to instruct 
the retailer. The manufacturer’s 
representative or salesman could 
take up the local advertising ques- 
tion with the dealer bv informing 
him of the new plan and par- 
ticularly the expense and waste 
of advertising matter as at pres- 
ent conducted; or this could be 
done from the house direct. 

The point is to place a value in 
the retailer’s mind for the free 
aids he apparently appreciates so 
lightly. With a clearing house the 
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merchant would be required to 
make application for advertising 
matter, cuts, etc., and detai! how 
and when he proposed to use 
them. The indiscriminate loading 
up of the merchant with adver- 
tising which comes without money 
and without price, instead of be- 
ing regarded as a benefit, comes 
to be looked upon as somewhere 
near a nuisance. There is too 
much of it; and another criticism 
which others have made is, this 
same advertising uses a mega- 
phone for the manufacturer and 
something less than a_ stage 
whisper for the dealer. 


PUTTING THE DEALER ON _ RECORD. 


Personally I am opposed to 
shooting good ammunition in the 
air and nothing is offered our 
merchant customers without com- 
mitting them to a promise to use 
it If a series of electrotyped 
ads is prepared, a booklet or fold- 
er illustrating them is printed 
with the proposition to furnish 
them prepaid providing the deal- 
er agrees to publish them in his 
local paper and send a copy of 
each paper to the advertising de- 
partment. He must agree to do 
this over his signature, which also 
embodies a request for the cuts. 
If he neglects to do this, we re- 
mind him of it. If a booklet is 
prepared for distribution to the 
customers of the retailer we send 
him a sample of the booklet and 
offer to mail the books to his 
trade with his firm name printed 
on the back cover, providing he 
will send in a list of names of 
customers in his home locality. 

The cost in postage and mail- 
ing is extra but we have absolute 
knowledge that the literature 
reaches the consumer’s address 
and the results are reported by 
the merchant in reorders. An- 
other advantage in this method is 
the way it is regarded by the 
merchant. All work and expense 
is saved him except the initial 
furnishing of the names. He takes 
more interest in merchandise be- 
cause he regards this plan of 
assisting him as a real trade help 
and the supplementary plans 

which follow secure a more sym- 
pathetic reception as a result. 
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250,000 copies each week 
in the smaller cities, towns 
and villages of the country. 

Delivered by its own 
agents and carriers at five 
cents a copy ($2.50 a year). 

Over 13,000 towns reached 
in this way. (No large city 
circulation. 

Analysis of carefully gath- 
ered statistics shows GRIT’S 
readers are largely the ac- 
tive, progressive element in 
their respective communi- 
ties.) 

We can prove it conclu- 
sively. 

Few national advertisers 
who can afford to use The 
Saturday Evening Post, Col- 
lier’s and mediums of that 
class, which circulate most 
extensively in the large cen- 
tres, can afford to omit 
GRIT. 

GRIT takes up the mes- 
sage right where those men- 
tioned leave off and carries 
it into fields of golden busi- 
ness opportunity. 


SMITH & BUDD CO. 
Advertising Representatives 
Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Chemical 
Bldg., St. Louis. 









HOW TO GET AN ADVER- 
TISING JOB. 





ADVICE TO THE YOUNG MAN WHO 
IS EAGER TO MAKE A START IN 
THE ADVERTISING BUSINESS, BUT 
FINDS IT HARD TO GET A HEARING— 
AN AD WRITER OUGHT TO BE ABLE 
TO SHOW HIS ABILITY IN HIS 
OWN AD. 


By S. Roland Hall. 


International Correspondence Schools. 


I have a warm feeling for the 
interesting little classified adver- 
tisements. Long ago one of them 
secured me a foothold that at 
once opened a new, congenial ca- 
reer. No other class of adver- 
tisements seem to do so much 
good work at such small cost. 

Last week a young man of my 
acquaintance informed me _ that 
the advertisement here marked 
Fig. 1 produced six inquiries. 
One of the inquiries was followed 
up and an engagement closed at 
$30 a week, the negotiations be- 
ing carried on entirely by mail, 
all the way from North Dakota 
to Boston. 





DVERTISING MAN, age 26. Graduate 

university and advertising school. Nowem- 
ployed as advertising manager. Want to con- 
nect with agency or with manufacturer as 
assistant. Can write strong copy, catalogs, 
booklets, sales-letters. Don’t know it all but 
am a grower. Want experience and chance at 
future. Address ‘‘A. B. H.,”’ care Printers’ Ink. 





Ficure 1. 
Strange as it may seem, few 
advertising men or _ salesmen, 
when seeking a job or trying to 
sell service of any kind, follow 
the plain principles that they 
preach. Advertising men tell the 
business proprietor that he should 
give definite points rather than 
general claims, that a few para- 
graphs bristling with interesting 
facts are worth more than twice 
the space filled with hackneyed or 
“smart” stuff. But rarely does 
the ad writer, when he advertises 
his own stock in trade, seem to 
be able to put himself in the ad- 
vertiser’s place and to draw a 
good verbal picture of himself. 
Service seems to be a hard com- 
modity to illustrate. 
Most classified advertisements 
that offer service are either hack- 
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neyed — “thoroughly competent 
best of references,” etc.—or else 
show a lack of appreciation op 
the part of the writer as to what 
constitutes a good selling point, 

The following - advertisement 
appeared in the New York Times 
of August 3d, during the dullest 
of the dull season: 





OUSEWORKER. — Situation wanted ' for 

an exceptionally qualified young Irish wo. 
man to do general housework; the young wo- 
man is now employed by the advertiser, who 
reluctantly has to part with her, and it is in 
appreciation of her excellent and loyal service 
that this effort is made by her employer to 
secure a good position for her; the young wo- 
man is neat, intelligent, and trust worthy, 
and untiring in her efforts to please. Address 
Employer, BoxT 132 ‘Times. 





Ficure 2. 


The advertisement gives a good 
picture of a young woman who is 
thoroughly satisfactory to her 
employer. “Within seventy-two 
hours,” says the Times, “Box T 
132 was stuffed to overflowing 
with forty-eight eager responses 
from housewives who wanted the 
qualified services of this young 
woman. She had a choice of 
many excellent positions; she is 
now filling one of them accept- 
ably and to her own satisfaction. 
How foolish it is for a capable 
man or woman to feel that, on 
account of hard or dull times or 
untoward political conditions, or 
because of some other external 
circumstances, his or her field for 
profitable usefulness is thereby 
straitened! A direct and vigor- 
ous appeal will almost invariably 
bring to his or her notice more 
opportunities than he or she can 
take advantage of. 

“But — mark well—the appeal 
must be direct and vigorous, it 
must convey a message. ‘The 
stereotyped advertisement means 
nothing, because it gives no no- 
tion of the special and individual 
qualities of the advertiser. A lit- 
tle personal tang in an advertise- 
ment, a note of sincerity and 
straightforwardness will go far 
with its readers.” 

On the appearance of the ad- 
vertisement and comment just 
quoted someone wrote the Times, 
arguing against “the direct ap- 
peal that conveys a message.” 
The writer contended that it 
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would be well enough to have a 
few such advertisements, but that 
conditions would be as bad as be- 
fore, if not worse, if there were 
many of them. Furthermore, the 
writer claimed that such adver- 
tising was likely to be dishonest. 
The Times aptly rejoined: 

“To make the sort of appeal 
recommended it is not necessary 
that a really capable person ‘put 
up a song and dance’ about his 
accomplishments, or state fictions. 
Of course, it is easy to read be- 
tween the lines of such composi- 
tions. Nobody need strain for 
effect. But it happens that in 
this wonderful and various world 
even the humblest person has his 
peculiar gifts, just as he has fea- 
tures that can be distinguished 
among many of his tribe. If he 
speaks unaffectedly of the things 
he can do best, and tells how he 
does them, how he wishes to de- 
vote his services, his statement 
will bear the color of truth and 
will be stamped by his personal- 
ity. Few there be that employ 
this method. Its adopters need 
not fear many competitors. But 
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were the advertising columns 
filled with such advertisements 
we dare say they would attract a 
correspondingly large number of 





AD-WRITER of experience desires to handle 
copy end for few good firms (any line). If 
my ads are not better than your competitor’s 
they cost you nothing. Address, 


AN ADVANCED STUDENT in complete 
Advertising course of the International Cor- 
respondence Schools desires a position in New 
York or within a radius of 100 miles. Address 
#§..C. P.,’* care 


Wo WANTS ME? Young married man 26 
years old wants position as assistant ad- 
vertisement writer. Experience more object than 
salary. Address “W. H. G." 


I WRITE, design and plan advertising matter 
both by contract and by the piece. Sample ad 
only 26c. Write SPECIALIST. 


DVERTISING MAN open for position—He 

writes logical, forcible, convincing copy— 
prepares neat, attractive booklets and catalogs— 
edits business getting house organs—can man- 
age an advertising department economically, 
effectively and fully—p initiative, 
perseverance and enthusiasm—will begin work 
at once. Age 27, married, earnest, steady—and 
not afraid of work. Salary $2,500 per year. 
Address “A. E. B ,’’ care 








Ficure 8. 


readers, since they would then 
have acquired the quality of 
news.” 

The five advertisements shown 








Nine of ten large advertise- 
ments could be made smaller 


and stronger. 


Extravagance of words is extravagance 


of space—of money. 


May I explain the difference between 
extravagant and thrifty advertisements? 
I make a specialty of writing 
advertisements to get the greatest returns 
for the least expense. 


5. DDEMO 


McCORMICK BUILDING, CHICAGO 
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Some facts 
of interest 
to you! 


The Agricultural Epit- 
omist has been established 
29 years. It is backed by 
EXPERIENCE. 


It is the third largest 
Farm Monthly in America. 
Built up by giving farmers 
and advertisers MORE 
THAN MONEY’S 
WORTH. 


It carries the cream of all 
agricultural advertising be- 
cause it’s a PROVEN RE- 
SULT-BRINGER. 


The rate of $1.00 a line 
is based on a guaranteed 
circulation of 200,000 
monthly. Last season ad- 
vertisers received an aver- 
age -of 45,000 every month 
FREE — as the figures 
averaged 245,000. 


Circulation proof: post 
office receipts mailed to 
every advertiser every 
month. 


It will pay you to use it 
because it reaches your 
most probable customers, 
the best farmers in the best 
territory—The Great Mid- 
dle West. 





Agricultural Epitomist 
Spencer, Ind. 


Chicago: Taylor & Billingslea, 
626 First National Bank Bide. 


New York: Fisher Special Agency, 
150 Nassau Street. 

















in Fig. 3 are reprinted just as they 
appeared, except that the ad- 
dresses are omitted. 

The first would make a inore 
impressive claim if the writer had 
set forth just the kind of copy 
he could prepare _ particularity 
well. It is doubtful that many 
advertisers will believe that the 
applicant is competent to handle 
all lines well. The final argument 
of this applicant is of a very 
cheap sort. 

The second of the classified ad-_ 
vertisers in Fig. 3 sets forth 
merely two things—that he is a 
student and that the job must be 
within a circle designated by him. 
If he is particularly good at any- 
thing, or thinks he is, he leaves it 
all to the imagination. I feel sure 
that I know who this man is. If 
[ am right, he is a competent 
stenographer and correspondent, 
who would make a busy adver- 
tising man a good assistant. It 
evidently hasn’t occurred to the 
young man that he ought to an- 
alyze his ability and advertise his 
points. 

The third advertisement is bet- 
ter, but you can see between the 
lines that the man is looking for 
experience at some one else’s ex- 
pense. His ability must be 
judged by inference; he evidently 
has no conviction about it. 

“Specialist” will write one of 
his high-class pieces of copy for 
a quarter. Too cheap. “Special- 
ist” is not likely to be deluged 
with contracts. 

Why do so many beginners 
take particular pride in advertis- 
ing the fact that they are begin- 
ners? There is no need of be- 
ing ashamed of being a beginner; 
every seasoned advertising man 
was once a beginner. But when 
there are many experienced men 
in the field it is a drawback to be 
a beginner. At any rate, the fact 
that one is a beginner is not ordi- 
narily a strong leading argument. 
Some beginners emphasize that 
they have just completed a course. 
Why not talk about what the 
course has trained them to do 
well? If it becomes necessary for 
a beginner to talk about the 
course of study he has completed, 
he should show that he values it 




















only at its true worth and does 
not feel that he knows all there 
is to be known of the great art 
of advertising. 

A. E. B. makes some good 
points, but he does one thing that 
| think is impolitic. I believe in 
leaving the salary figure out of 
the advertisement —that is, the 
salary that one demands. In most 
cases this subject can be dis- 





AYOUT MAN—Yofing man, 26, especially 
L well qualified for laying out fine printed mat- 
ter, and whois a tactful solicitor, wants a posi- 
tion with a well-equipped printing house or in 
the advertising department of some concern 
that wants A No 1 printing. Address “T. H. 
M.,” care 


APABLE advertising man, 35, married, ex- 

perienced in mail-order, circular, letter, 
trade-paper, newspaper and outdoor publicity. 
seeks position in New York City after August 1, 
Refers to present employer, whose business was 
increased 20 per cent during last year, “RE- 
LIABLE.” care 


OPY-WRITER and correspondent, 21 years 

old, wants position with mail-order firm or 
advertising manufacturer. Can send specimens 
that show marked skill as writer of sales letters 
and other copy. Good systemizer. Thorough 
office experience. Optimistic, hustling spirit. 
Doesn't mind long hours, Salary no object. 
‘Young man who wants a chance,”’ care 


DVERTISING man experienced in catalog 

and booklet compilation open for position. 
Wide knowledge of type faces, sizes, styles and 
cost of printing. Writer of forceful copy. 
Reasonable salary until worth is proved. Fur- 
ther information, address CATALOG, 


OLICITOR with first-class record with daily 

in town of 5,000 wants to hear from publisher 
of a large daily who needs a man that can create 
business. Can plan campaigns and prepare 
copy. Now earning $20 a week on commission 
basis. Clean habits. HUSTLER, care 


I1GH-GRADE STENOGRAPHER, young 
man of 20,who has been a hard student 
of advertising fur a year, wishes to get with a 
progressive advertising agency where he will 
have an opportunity to see things. Strong in 
English, and has good address. Can write good 
copy for advertisements, letters and booklets, is 
proncient in proof-reading, etc, but doesn't 
think he knows it all. BEN PIT, 111 Elm 
Avenue, Cortland, N. Y. 





Figure 4. 
cussed subsequently to better ad- 
vantage. True, the mentioning of 
the figure may keep away inquir- 
ers that may be looking for 
cheaper men, but there are ad- 
vertisers who are suspicious of 
the man who, with almost the 
first breath, brings up the salary 
question; they fear that he is 
more concerned about salary than 
about the opportunity. It’s good 
policy to let the advertiser be- 
lieve that you are looking, first 
of all, for the opportunity. I have 
known a number of cases where 
beginners have held out for $25 
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Pictorial 
Review 


625,000 Circulation 


For several months the 
magazine has been run- 
ning 56% % in excess of 
the circulation guarantee. 


Our advertisers are re- 
ceiving 225,000 circula- 
tion over and above the 
guarantee. 

Send copy for the De- 
cember issue. Old rate of 
$2.00 gross per line still 
effective for this number. 


10th. 


Forms close Oct 


Pictorial Review 
Advertising Bureau 


PAUL BLOCK, Inc. 


Chicago New York Boston 
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or $30 a month more than they 
were getting in their old jobs, 
when their old work may have 
had little relation to advertising. 
Sometimes they have got what 
they demanded, but I know that 
some good opportunities have 
been lost in this way. 

The six advertisements in Fig. 
4 are all good. Every one draws 
an accurate picture of a man with 
something special to him, either 
in ability or in spirit. 


WANTS POSITION IN 
ELECTRICAL WORK 


Single man, 30 years old, with 
two years at Lehigh in electrical 
engineering and a comprehensive 
knowledge of advertising, wants 
position where he can devote his 
energies to “ego of elec- 
trical products. lard student 
and worker. Familia; with trade- 
paper field. Interesting speci- 
mens of work sent on request. 


Dynamo, care 





Ficure 5. 
Fig. 5 is an excellent example 
of a small display advertisement 
of service. This man has a spe- 
cialty and presents an almost ir- 
resistible argument to the adver- 
tiser needing a man to promote 
electrical products. 

Though it is a long advertise- 
ment, I regard Fig. 6 as one of 
the finest examples of its kind. 
The advertisement is _ positive 
proof of the ability of the writer. 

“But,” says the man who is 
just making his start, “I cannot 
truthfully write an advertisement 
like these you approve. I cannot 
claim the experience.” Not all of 
the advertisements in Fig. 4 claim 
extensive advertising experience. 
Some beginners exploit  effec- 
tively their ability to do other 
kinds of work, their office or 
printing experience, or something 
else. Furthermore, any hustler 
can easily acquire enough adver- 
tising experience to enable him 
to show proofs of effective work. 

was exasperated some time ago 
to receive a letter from a young 
man who, when asked what expe- 
rience he had, said “None; we 





Is this 


YOUR Young Man? 


There’s a young man in Chicago who 
wants to become connected with a pub- 
lication that has real stvertieing to sell, 
like—Everybody’s McClure’s 

Saturday Evening Post; 
or, with an advertising agency that 
—_ real service, like— 

Calkins & Holden——-N..W. Ayer & Son 
—Long-Critchfiekd Corporation, 
Briefly, his specifications are: 98 
years old; 4 years’ experience in the 
newspaper and advertising business;.2 
years as advertising solicitor and general 
utility man on a small morning daily 
(3,000 circulation); 2 years in various 
capacities on prominent class weeklies; 
first in charge of circulation, then in 
charge of the editorial end of the busi- 
ness departments, and more recently as 

advertising solicitor. 

He has written a limited amount of 
advertising copy (some of which has 
heen called good), has had experience 
aS a reporter; is thoroughly accustomed 
to meeting people (but isn’t what is 
generally known as “smooth”’), and ina 
small way, has been a successful busi- 
ness developer. 

One man, under whom he worked for 
14 months, has written: ‘He has dem- 
onstrated his integrity, energy, persist- 
ence, and loyalty to a degree that means 
much for the future.” And the publish- 
er of that small daily: “He has the 
capability to make good in any line asso- 
ciated with the advertising department 
of a publication.” 

His present salary is $25 a week. He 
is willing to leave Chicago, if necessary. 

The opportunity he is looking for is 
an exceptional one; but he believes he is 
that kind of a young man. 

Address F. H. S., care Printers’ Ink. 
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have an advertising man, 80 
there’s no chance for me.” There 
are some advertising men perhaps 
who are afraid of assistance, but 
most of them are more than will- 
ing to have intelligent help. 

“No chance in our city” is an- 
other familiar cry. Well, if the 
home people can’t see any reason 
for engaging the service of a ca- 
pable advertising man, there is 
small chance that such a man will 
make a good showing elsewhere. 
True, the home city may not af- 
ford a permanent field, but it 
should afford some coveted expe- 
rience that will be a _ stepping- 
stone to bigger things elsewhere. 
See some local publisher and see 
if he doesn’t want to start a lit- 
tle advertisers’ service work 
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We are the manufacturers of Buckeye Cover, a paper 
stock famous for its beauty and durability, and for the 
unusual variety of colors, finishes and weights in which 
it is made. 


We advertise Buckeye Cover by means of monthly announce- 
ments, mailed direct to such rated business houses as are sufficiently in- 
terested to write us on their business letterheads. 


These monthly announcements are worthy a place on the desk 
of every merchant, manufacturer and advertising man, not only as examples 
of the possibility of producing fine printed effects on a moderate-priced cover 
stock, but also as lessons in the art of direct advertising. 


The letters we are daily receiving from houses now on our list, 
indicated an interest in the suggestive value of our announcements, second 
only to appreciation of the superiority of our product. 


Your “subscription” will be entered (at no cost to yourself) on 
receipt of your request to that effect; and we will also send you an assort- 
ment of samples which will show you much better than we can fell you, why 
Buckeye Cover is the most widely used of all papers for high-grade Booklets, 
Catalogues, Circulars, Folders, House Organs and all forms of direct ad- 
vertising. Write to-day. 


The Beckett Paper Company 


MAKERS OF GOOD PAPER 
in Hamilton, Ohio, since 1848 


NOTE :—Buckeye Cover is carried in stock by representative jobbers in all principal 
cities. Sample sheets for dummies er ge free on 
request by any jobber or by the Mill. 
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We are the exclusive 
National Selling Agents 
for the space of more 
. than three-fourths of the 
cars in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
the Philippine Islands 











STREET RAILWAYS 
ADVERTISING COMPANY 


HOME OFFICE: FLATIRON 
BUILDING, NEW YORK 


WESTERN OFFICE PACIFIC COAST OFFICE 
FIRST NAT'L BANK BLDG. HUMBOLDT BANK BLDG. 
CHICAGO SAN FRANCISCO 









































OPENING THE NEW YORK 
GIMBEL STORE WITH KEY- 
NOTE ADVERTISING. 
THE GIMBEL BROTHERS ADVERTISING 
OF THIS WEEK AND THE SELFRIDGE 
OPENING ADS—PERSONAL IDEA TO 
BE STRONG—A PRE OPENING CAM- 

PAIGN, 


On the same day that this issue 
of Printers’ INK appears (Sept. 
29), the newest big New York 
department store, that of Gimbel 
Brothers, which has been fore- 
shadowed for months, is opened. 
The advertising world natur- 
ally thinks of comparing the an- 
nouncements of this opening with 
the announcements which ap- 
peared at the time of the recent 
opening of the new Selfridge 
store in London, which created 
such interest. Nowadays the 
opening of a new department 
store means that the advertising 
is the center of interest, as indi- 
cating the keynote of the store. 
When asked, George Hough 
Perry, the Gimbel advertising 
manager, said of the difference 
between the opening advertising 
he has planned and that of Self- 
ridge : 

“There’s no denying that the 
Selfridge advertising was_high- 
class. But I doubt whether it 
was not over the heads of most of 
its readers. The art was ex- 
quisite, but the effect, on the 
whole, was ‘stunty.’ The text had 
been labored over so painstakingly 
and repeatedly that it was tur- 
gent. It lacked sparkle, life, 
spontaneity. And_ these latter 
qualities, combined with as ex- 
pensive, though less artificial, art 
work as in the case of the Self- 
ridge opening, will be our key- 
note. 

“T have been quoted as saying 
that it is my central idea to make 
the Gimbel advertising telling by 
being strictly truthful. That is 
rather beside the mark and goes 
without saying. No effectual ad- 
vertiser, let alone a department 
Store advertiser, can afford to 
ponder whether his ads are to be 
truthful or not. I’m sure I have 
not patted myself on the back for 
that thought. 
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“But in our advertising we will 
endeavor. to instill a thorough- 
going, lasting confidence in us 
and in our goods. That result 
we are going to strive after by 
making our advertisements bear 
every evidence of straightforward 
frankness and by making them 
simplicity itself, in compariso@ 
with the Selfridge advertising. 








A Great New Retail Store 
in the Heart of New York 





F , Gyateg' the time that this advertisement appears, 
our New York store will be open for business. 
We have spent two years in building it, five years 
in Planning it, and sxtpsevem years in getting the 
“know-how” to run it 
It 1s the latest and the largest addition to the 
great retail stores of New York. An investment of 
$17,000,000 1s staked on our ability to make it the 
most attractive and satisfying store mm a city possess- 
ing many stores that are attractive and satisfying 
We shall spare no effort to make this store one of 
the sights of New York, and when you come here 
we ask you to visit us Our welcome takes no meas- 
ure of your purse or of your purpose. If you come 
merely in curiosity, you are welcome—and there are 
| merchandise displays, music, rest and refreshment 
| to make your visit long and pleasant. If you come 
frankly for information as to styles, with no idea of =| 
| purchase, you are just as welcome, and you will find = | 
| 
| 
| 
| 
| 





no better place in America or Europe to study styles 
and learn proper prices. And if you come as a pros- 
pective purchaser, you will find the largest assortments 
in New York and values that make your visit profitable 

We shall conduct « letter-order service for those who cannot 
teach as in person. This, like other Gumbel features, us planned 
a5 an improvement on everything heretofore done It will be 
trae, personal service, tramed, intethgent, prompt and satistactory: 
not at all like the usual mechanical mail-order system. 

Send ws your address for descriptive booklet and for letter 
| service catalog when issued 


GIMBEL BROTHERS 


Gimbel Square: Broadway, 6th Ave., 32d and 33d Sts. 





Buvness Founded by Adam Grabol in 











NEW YORK CITY | 


i - . ——————— 





TYPICAL MAGAZINE AD. 


“At the time of the opening of 
a big store like this you must ad- 
vertise generalities and abstrac- 
tions. The Selfridge method of 
setting forth merchandising gen- 
eralities influenced those people 
most, I think, who least needed 
to read it and little, or not at all, 
those who did need to read it to 
become convinced of the Selfridge 
ideals. 

“We are going to make our 
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merchandising generalities read- 
able by filling them full of human 
interest. The tendency with de- 
partment store advertising is ever 
to make it far too impersonal. 
There is far too much of ‘it’? and 
far too little of ‘I’ and ‘we’ I 
believe one of the great reasons 
for the success of John’ Wana- 
maker is the fact that the public 
has been impressed, early and 
late, with the knowledge that 
there is a man—a_ personality, 
rather than an impersonal cor- 
poration—back of the Wana- 
maker establishments. On the 
other hand, I never could see why 
some firms should always _ in- 
sist upon advertising in the third 
person plural, or why most de- 
partment stores should advertise 
in the third person singular 
neuter. 

“The second big newspaper ad- 
vertisement we are to run will 
carry a big heading to this effect: 
‘Who Are Gimbel Brothers?’ We 
are going to explain, and the 
foundation of the personal ele- 
ment in our advertising will be 
Adam Gimbel, father of the seven 
and the grandfather of two of 
the ten men who comprise the 
firm of Gimbel Brothers. I am 
fully aware that even the Gimbel 
store in Philadelphia has been 
conducted on the impersonal 
basis, the outgoing letters being 
invariably signed with the firm 
name and never by an individual 
or even initialed. 

“Emerson wrote: ‘An institution 
is the lengthened shadow of one 
man!’ That man with us is Adam 
Gimbel, and it is our intention 
to make his personality stand out 
back of our new establishment 
just as it did back of the little 
store which he _ established at 
Vincennes, Ind., in 1842, thus 
founding the second oldest retail 
establishment in America.” 

The Gimbel advertising began 
with car cards, run in the New 
York surface and subway cars, 
reading simply: “First of all— 
Reliability. _Gimbel Brothers!” 
The current magazines have 


done their part in the launching 
of this- $17,000,000 venture, too. 
The newspaper advertising in the 
papers 


local began with the 
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present week. A_ considerable 
list of suburban publications wil] 
also be used. 

The Gimbel establishment, like 
most modern department stores, 
has its own art department and 
composing room, in which to pre- 
pare the advertising. Great pains 





GIMBELS 























THE FIRST NEWSPAPER DISPLAY. 


have even been expended in the 
preparation of a special type for 
use in the set-ups. The news- 
paper advertising will be of an 
elastic nature. That is—the size of 
the space used will depend entirely 
upon the requirements of the day. 
There will be no regular daily 
full-pages contracted for, for ex- 
ample, as in the. case of the 
Wanamaker establishment. 

Mr. Perry is to be both adver- 
tising and sales manager. It will 
be remembered that he came to 
New York from Pittsburg some 
thirteen years ago, to become ad- 
vertising manager for John Wana- 
maker. Three years later he es- 
tablished Everybody's Magazine 
for Mr. Wanamaker. When that 
publication was sold, Mr. Perry 
became a special magazine writer, 
and was also an _ advertising 
agency copy man. Later he be- 
came the advertising manager of 
the Siegel-Cooper Company. 
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The Farmers of 
Minnesota and the 
Dakotas Have Money 


in the bank. A light crop once 
in ten years does not prevent 
their purchasing anything they 
want. 


Make them want YOUR goods 
by telling them what you have, 
through the columns of 


Farm, Stock 
and Home 


Minneapolis, Minn. my 


the cheapest advertising medium in the 
Northwest 
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BETTER FRUIT 
Advertisers STICK 


It pays them to 


@. When all is said and done, results, and 
results only, will hold advertisers. Judge of 
the value of a publication which can, by pro- 
ducing actual tangible business, retain, on the 
average, over 50 per cent of the advertisers 
using its columns. That’s what BETTER 
FRUIT, the guide of the Western fruit-grower, 
is doing. 


@ Subscriptions are coming in finely, too— 
50 per cent increase since last year. 


@ Records like these mean more than the 
actual increase. They mean that BETTER 
FRUIT is filling a field, and filling it well. 


@_ Over 12,000 prosperous readers every month 
(guaranteed)—every one a reader because 
BETTER FRUIT is the publication which is 
essential to him in his business of fruit grow- 
ing. This is the force which is working with 
increasing efficiency to the benefit of BETTER 
FRUIT advertisers. 


@ Why not use this good-will to increase your 
sales in this fertile territory? 


@ Send for sample copies and detailed circula- 
tion information. 


Better Fruit Publishing Company 
HOOD RIVER ote ote ote “te OREGON 



























A. N. P. A. RECOGNIZED 
ADVERTISING AGENTS. 


LIST AS REVISED SINCE JANUARY I 
SHOWS MANY CHANGES—PRES- 
ENT LIST HAS BEEN CORRECTED 
TO DATE. 


With the additions and sub- 
tractions incident to the period 
between January 1 of this year 
and the present date, the list of 
advertising agents recognized by 
the American Newspaper Pub- 
lishers’ Association now totals 
216. This is according to the 
list submitted by the Association 
to Printers’ INK and _ printed 
herewith. An important feature 
of the list is that revision of firm 
names and addresses has been 
made where removals or the like 
have made it necessary, and it is 
believed that it is now entirely 
correct in this respect. The 
agents are listed as follows: 


Alden, Edwin, Co., 181 E. 4th St., 
Cincinnati, Ohio. 

Allen Adv. 0 (Inc.), 45 West 
84th St., ity. 

American y he Pub. Co. (Inc.), 21 
Warren St., N. Y. City 

Amsterdam Adv. A ency’ “(Inc.), 1178 
Broadway, N. Y. 

is on Collin, ads. Co. (Inc.), 
25 Broad St., N. Y 

Ayer, N. W. & Son, 300 o_o St., 
Ne city” Pa.; Fifth Ave. Bldg., 


Ayers, H a & Co., 164 Federal St., 
Boston, "Mass. 

Ballard & Alvord (Inc.), 1828 Broad- 
way, Y. City, 

Bankers and Merchants 0 Co. 
(Inc.), 6 Wall St., N. Y. 

Barber, J , Adv. Agency ‘e:), 258 
Washington. St., Boston, Mass. 

Bates Adv. =i (Inc.), 15 Spruce St., 


. City: 
Bates, i & >. ” Adv. Agency, 292 Main 
St., Springfield, Mass. 
Batten, Geo. Co. . ), Fourth Ave. 
Bldg., N 
Benson & Easton, Corn Exchange Bank 
Bldg., Chicago, II. 
Blackman- no (Inc.), 10 E. 38rd 


ae A 

Blaine. Thompson Co. (Inc.), Fourth 
Nat. Bank Bldg., Cincinnati, Ohio. 

Blum, oa, 807 Chestnut St., Phila- 
delphia a, 

Bond, y= Rang T., 16 Central St., Boston, 

ass. 

Boston Financial News Adv. Agency, 
109 State St., Boston, Mass. 

Boston News Bureau, 17 Exchange PIl., 
Boston, Mass. 

Bromfield, P. B., Fifth Ave. Bldg., 
ms as City. 

Burt International Adv. Agu, White 
Bldg., Buffalo, N. Y. 


Calkins & Holden (Inc.), 250 Fifth 
Ave., N. Y. City. 
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51 
Caspenser & | & Corcoran, 26 Cortlandt St., 


Chambers y oe Godchaux Bldg., 
New Orleans, La. ; 

Chapman Adv. Co. (Inc.), Third and 
Oak Sts., Portland, Ore. 4 

Cheltenham Adv. Service, 150 Fifth 


. City. 

Chesman, Nelson & Co. (Inc.), 1127 
Pine St., St. Louis, Mo.; Trude 
Bids. » Chicas o, Ill.; Brunswick Bldg., 

City; Times Bldg., Chattanooga, 
tain 

Clagen-Eataprs Teoee Co (Inc.), First 
Nat. Bank Bldg., an o, Ill. 

Clark, Geo. K., "Cuenet St., 
Philadelphia Pa. 

Clarke, E. H., Adv. oe ogg (Inc.), 112 
Dearborn St., Chicago, I 

Cochrane, Witt ‘K. Adv. Agency, Boyce 
Bldg., Chicago, ill 

Colton, Wendell P., 220 Broadway, 
N. Y¥. City. 

Cone, Andrew, Gen. Adv. Agency 
(Inc.), Tribune Bldg., N. Y. City. 

Cooper Adv. Co. i ), Umbsen Bldg., 
San Francisco, Cal. 

Corning Adv. Agency, 633 Ryan Bidg., 
St. Paul, Minn. 

Cowen Co. (Inc.), John 
Bldg., Boston, Mass. 

a: Krasselt Co. (Inc.), 354 Mil- 
waukee St., Milwaukee, Wis. 

Crockett Agency, — Blanche Bldg., 
New Orleans, 

Crome: Chicago, Finan Bldg., Chicago, 


Curtiss, L. Roy, Adv. Co. (Inc.), Com- 
merce Bldg., Kansas City, Mo. 


Dake Adv. Agency (Inc.),-12 Geary 
St., San Francisco, Cal. 

Darlow Adv. Agency (Inc.), Bee Bldg., 
Omaha, Neb. 

Danielson & Son, 96 Westminster St., 
Providence, R. I. 

D’Arcy Adv. Co. (Inc.), Fullerton 
Bldg., St. Louis, Mo. 

Dauchy Co. (Inc.), 
N. City. 

Deimel, Adoi h, 735 Bushwick Ave., 
Brooklyn, N. Y, 

Decker, Henry, Ltd., Fuller Bidg., 
N. Y. City 

Debevoise, Foster, Co. (Inc.), 15 W. 
38th St., N. Y. City. 

42 Vic- 


Desbarats Adv. howe, Ltd., 
toria Sq., Montreal, g 

Dilg, Will H., 12 State t., Chicago, 

Dobbs, Wiiliam F., Danbury, Conn. 

Dollenmayer Adv. Agency (Inc.), Trib- 
une Bldg., Minneapolis, Minn. 

DY chy & Co. (Inc.), 44 Broad St., 

Doremus, He We Adv. Agency, 50 Pine 


St., =| Gas 
Dorland Adv. Agency, Atlantic City, 


Hancock 


9 Murray ‘St., 


Doughty, Chas. L., 519 Main St., Cin- 
cinnati, Ohio. 

Dukelow & Walkér, 246 Washington 
St., Boston, Mass. 

Dunne, Desmond, Co. ey 176 Mon- 
tagues St., Brooklyn, N. 

Dyer, .. Tas. Oi tie). ‘42 Broad- 
way, N. Y. City. 


Eddy, Louis O., Marshall Field Bldg., 
tay 
oe “(Inc.), 62 W. Broadway, 


Elliott, 

iis, AW 

Ellis, A. Agency, 10 High St., 
Boston, Mass. 
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Erickson, A. W., “7? _ Agency (Inc.), 
Fourth Ave. Bidg., N City. 

Erickson, E. N., A ‘Agency, 24 Park 
Row, N. Y. City. 

Fairfax, H. W., World Bldg., N. Y. 


Cit 
Finch, L. J., 1864 Broadway, N. Y. 


Cit 

Foley, Richard A., Adv. Agency, Bulle- 
tin Bldg., Philadelphia, Pa.; Temple 
Court N. Y. 

Fowler-Simpson C. (Inc.), 500 Scho- 
field Bldg., Cleveland, Ohio. 

Frank, Albert, & Co. (ine. ), 26 Beaver 
eh City. 

Frowert, Sexclenl K., 1115 Stephen Gir- 
ard Bldg., Philadelphia, Pa. 





Fuller, Chas. ‘ (Inc.), 378-88 
Wabash Ave., Chicago, Ill.; Morgan 
Bldg., Buffalo, N. 

Fuller & Smith, Williamson Bldg., 


Cleyeland, Ohio. 
Gardner Adv. gy (Inc.), Kinloch Bldg., 


St. —.,* Mo. 

Gould, M. P. Co., 31 E. 22d St., N. Y. 
City. 

Goulston, Ernest J., 17 Milk St., Bos- 
ton, Mass. 

Gratz, Alfred, 1001 Chestnut St., Phila- 
delphia, Pa. 

Gray, F. A., ae. Co., Dwight Bldg. 


Kansas City, 
Guenther- Santora ‘Co. (Inc.), 109 Ran- 


dolph St., Chicago, 

=" R., 115 Broadway, N. Y. 
it 

Gundlach Adv. Co. (Inc.), Tribune 
Bldg., Chicago, Ill. 

Greve, S., Adv. Agency, Sixth and 
Minnesota Sts., St. Paul, Minn. 

Hamblin, W. F., & Ge: (Inc.), Fifth 
Ave. Bldg., N. Y. 

Hartzell, ig - Con Bulletin Bldg., 


Philadelphia, Pa. 

Haulenbeek, G. H., Adv. Agency (Inc.), 
31 Union Sq., N. Y. 

Hays Adv. Agency, 196 Mata St., Bur- 
lington, Vt. 

Hedge, Homer W., Ge (Inc.), 366 
Fifth Ave., N. Y. 

—— & Bro., 229 a A N. YY. 


Cit 

Hicks. "Newspaper on, Agency (Inc.), 
132 Nassau St., N. Y. City. 

Hill Adv. Foon Big Forsythe Bldg., 
Fresno, Cal. 

oe & Stocking, May Bldg., Pittsburg, 

pa, W..-S., Lo. Gae.), 
Ave. ws Pittsburg, Pa. 

Honig Adv. Service, 177 Post St., San 
Francisco, Cal. 

Hoopes, E. M. 516 Market St., Wil- 
mington, Del. 

Horn-Baker Adv. Co. (Inc.), 
merce Big. & ge Ber Mo. 


Hornberger, A Agency, Fidel- 
4 Mutual Like Bile. Philadelphia, 


Houghton, Walter L., 828 Broad St., 
Newark, = J., and 225 Fifth Ave., 
N. Y. Cit 

= E. "r, Tribune Bldg., N. Y. 


Cit 

Hull, YW. H. ‘H.. 4 Co. (Inc.), Tribune 
Bidg., N. Y. Cit 

Ireland Adv. Head (Inc.), 925 Chest- 
nut St., Philadelphia, Pa. 

Ironmonger, C., 18-20 Vesey St., N. Y. 


ity. 
Johnson-Dallas Ady. 
Atlanta, Ga. 


323 Fourth 


Com- 


Co., Empire Bldg., 
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Jones, Wylie B., Adv. Agency (Inc.), 
Binghamton, N. Y. 


Kastor, H. W., & Sons, Adv. Co, 
(Inc.), Laclede Bldg., St. Louis, Mo.; 
First Nat. Bank Bldg., Chicago, I; 
Gumbel Bldg., Kansas. City, Mo. 


Keane, N. W., 99 Nassau St., N. Y, 
City. 
Kiernan, Frank, & Co., 156 oe 


N. Y. City 

“ee. Chas. *P., 151 W. 96th St., 
it 

Knopf, ae. a (Inc.), 32 Union 

Kot % RS i wade, Agency (Inc), 
University og: Milwaukee, Wis. 

Kollock, Edward 201 Devonshire Mi, 
oston, Mass. 


Lawyers’ Adv. Co. (Inc.), 128 Broad- 
way, N. Y. Cit 


Lesan, H. E., x. Agency (Inc.), 527 
Fifth Ave., N. Y. City; Old Colony 
Bldg., Chicago, Ill. 


Levin, Charles D., 1269 Broadway, 
Ns. Y. <ey. 
Lewis, gf y ah Agency, 220 
Broadwa 


Lewis, Walter Cy tt “en "Equitable Bldg., 
Boston, Mass. 

Long-Critchfield Corp. (Inc.), Corn 
Exchange Nat. Bank Bldg., apap 
Ill.; Fuller Bldg., N. Y. Cit 

Lord’ & Thomas (inc. a Trude Bldg, 
aa Til.; 250 Fifth Ave., 

Ledden & Hanford Co. (Inc.), Granite 
Blidg., Main & St. Paul Sts., Roches- 
Se 

McFarland Publicit Service (Inc.), 
Crescent and Mulberry Sts., Harris- 
burg, Pa. 

McJunkin, Wm. D., Adv. Agency, 167 
Dearborn St., Chicago, Ill. 

McKim, A., Ltd., Star Bidg., Montreal, 


P. 

McMu ien, Robert M., S (Inc.), 
Cambridge Bldg., N. it 

ap re ~~ Co., Times Bldg. Los 


eles, 
MacMisnes-Kee Keliey Co. (Inc.), Ford 
Bldg., Detroit, Mich.; Nicholas Bldg., 

Tol ledo, Ohio. 
= Ady. Co. (Inc.), 


Chicago, Ill. 

Mallory &  Stitchell (Inc.), 160 Wash- 
ington St., Chicago, Ill. 

Manufacturers’ Publicity Corp. (Inc.), 
80 Church St., N. Y. City 

aye Adv. Agency , ), Cand- 
ler Bldg., Atlanta, Ga. 

Mathews, R. A., Agency, 134 Monroe 
Res Cicegs, Til. 

—— % dhe » Marquette Bldg., Chi- 
ca 

Metropolitan qr. Co. (Inc.), 6 Wall 
St., ¥.. Ge 

Meyen & Co., "Tribune Bldg., N. Y. 


Miller Adv. Co. (Inc.), Nicholas Bldg., 
Toledo, Ohio. 

Mitchell, Geo. ty & Co., 421 Chestnut 

Agency, 44 E. 


+ 7 ity. 
Herbert M., Provident Bldg., 


125 Monroe 


Morris, 
Philadelphia, Pa. 
Morse Adv. Agency, 85 Milwaukee 
. .,Ave., West, Detroit, Mic 
Morse International Agence (Inc.), 


Dodd-Mead Bldg., N. Y. City. 
Mosessohn Adv. Agency (Inc.), Port- 
land, Ore. 
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Are You After the 
Big Fellows? 


When you send salesmen out you expect . 
them to call upon the big buyers frst, don’t 
your 


If you were sending men into the country to 
sell goods, those men would call first upon the 
leading farmers of the respective districts. 


Do you follow this same policy in sending 
out your advertising? 


If you do, and have made any investigation 
of agricultural conditions, you will try to reach 
the big, progressive dairy farmers—the breed- 
ers of pure bred dairy cattle, hogs, sheep, 
horses and poultry—frrst. 


They are the recognized leaders—the real 
money fellows—of every agricultural district. 


KIMBALL’S DAIRY FARMER is the 
trade magazine of these big fellows. It is the 
only dairy paper of general circulation pub- 
lished west of the Mississippi River—the great 
Corn Belt and the heart of the richest agri- 
cultural section of the world. 


60,000 PAID IN ADVANCE SUB.- 
SCRIBERS, at 25c an agate line, $3.50 an 
inch; full page, $150.00. 


Kimball’s Dairy Farmer 


SEMI-MONTHLY 
JOHN ANDREWS, Manager. Waterloo, lowa 














54 PRINTERS’ INK. 


Moss’, J. C., Adv. Agency Gee: ), 110 
Franklin St., Buffalo, N. 

Muller, J. P., & Co. (Inc.), 1570 Broad- 
way, N. Y: City 

Mumm-Romer Co, “(Inc.), Spahr Bldg., 
Columbus, O. 

Murray Hill Advertising Agency, 650 
Third Ave., N. Y. City. 

National Adv. Co. (Inc.), 423 Quincy 
Bldg., Denver, Colo. 

Newitt Adv. Co., 314 W. First St., Los 
Angeles, Cal. 

Nichols-Finn Adv. Co. (Inc.), Hey- 
worth Bldg., Chicago, Ill. 

Noble Adv. "Agency, Ltd., Molson’s 
Bank Bldg., Vancouver, B. C. 

Nolley Adv. A “tg (In¢.), Light and 
Balderston — Md.; 
Knabe Bldg., N. "y. 

Northwestern Adv. 
Bidg., St. Paul, 


nee, Dispatch 


Minn. 


O’Keefe, P. F., 43 Tremont St., Boston, 
Mass. i 
Oman & Bub Adv. Agency, Bulletin 


Bldg., Philadelphia, Pa. 


Pearee. > oy. Montague, 203 Broadway, 

Philadeiphia” Ady. Bureau, Harrison 
Bldg., Phila., Pa. 

Plattner, M., 93 Nassau St., N. Y. 
tity. 

Pomeroy, Persis M., Brunswick Bldg., 
N. Y. City. 


Powning, Geo. G., New Haven, Conn. 


Presbrey, Frank Co. (Inc.), 3 West 
29th St., N. Y. City. 120 Boyleston 
St., Boston, Mass, 


Procter & Collier Co. (Inc.), 15 W. 6th 
St., Cincinnati, Ohio. 


Remington, E. P., Jenkins Bldg., Pitts- 
rates Pa., N. VY: Life Bldg., N. Y 


Richards, J. A., Tribune Bldg., N. Y. 
ity. 
Roberts & enmgenden, 114 Dearborn 


St., Chicago, IIl. 

Ruland, O. W., 90 Bible House, N. Y. 
City. 

Rosenbaum, Irving (Advertisers’ Pub- 


am Service), 1123 Broadway, N. Y. 

ity. 

Rubincam Adv. Agency (Inc.), Drexel 
Bldg., Phila., Pa. 


St. Clair-Edwards Co. (Inc.), 774-76 
Drexel Bldg., Philadelphia, Pa. 
—-. L. A., 205 Clay St., Baltimore, 


Savage, Geo. M., Newberry Bldg., De- 


troit, Mich. 
Seaman, Frank (Inc.), 30 W. 33rd St., 
N. Y. City. 
Securities Adv. — (Inc.), 44 
Broad St., N. Y. 
Seeds, Russell M., “e (Ine. Clay- 


pool Blidg., Indianapolis, In 
Shaffer, fa nine Star Bldg., Wash- 


ington, 
Sharpe, W. & Co., 99 Nassau St., 
N. Y. Cit 


Shaughnessy, M.. J., Temple Court, 
Sherin, C. E., = (Inc.), 452 Fifth 
Ave., N Cit 


“% ms & Bryan Cine. ), 79 Fifth Ave., 


N Cit 

Sherwood, B. R., 367 Fulton St., Brook- 
yn, N. Y 

Shumway, F. P., Co. (Inc.), 378 Wash- 
ington St., Boston, Mass. 


N. Y. 


Sieg ried Co., 60 Church St, 
City. 












Simpson, W. F., Adv. Agene Inc, 

Se Park Row,’N. ¥. City) 
Smith, C. Brewer, Adv. Y nguai 85 
Devonshire St., Boston, Mass. 

Smith, E. Everett, Mutual Life Bldg, 
Lae omy yg Fae 

Snitzler Ady, Co. (Inc.), Hunter Bldg, 
Chicago, IIl. 
Sommer, Fred. N., 794 Broad St, 
Newark, N. J. 

Spafford ‘Adv. A ency, John Hancock 
Bldg., Boston ass. 

Stack, J. L., Adv. Contractor (In¢,), 
Heyworth Bldg., Chicago, II. 

Standish, G. S., ‘Adv. Agency, Lapham 
Bldg., ” Providence, i ae 
Sternberg, H. Sumner, Adv. Service, 
12-14 W. 82d St., N. Y. City. 
Stevens, Hermon W., Agency, Globe 


Bldg., Boston, Mass. 

Stiles, William A., 303 Dearborn St., 
Chicago, II. 

“— J. P., Marbridge Bldg., N. Y, 
it 

Steeer & a a ), 43 West 84th 
St., N. Cit 

Thompson, ey Walter, Co. (Inc.), 44 
East 28rd St., N City; The 


Rookery, Chicago, IIl.; 201 Devon- 
shire St., Boston, Mass. 

Thorne Adv. Service (Inc.), American 
Bank Bldg., Seattle, Wash. 

Tobias Bros., 558 Broadway, N. Y. City. 

Traxler, Joseph, Co., Provident Bank 
Bldg., Cincinnati, Ohio. 

Urmy, Louis V., 41 Park Row, N. Y, 
City. 

Van Haagen Adv. Agency, 1420 Chest- 
nut St., Phila., Pa. 

Van Loon, W. C., 5th and Vine Sts. 
Cincinnati, Ohio. 

Volkmann, a Ay Agency, 5 Beek- 
man St., 
Vegetens EY E. oo a 113 West 8ist 

» Ne Ke City. 

W A, Albert G., Manhattan Bldg., Chi- 
cago, Ill. 

Wagner-Field Co., 1780 Broadway, 
N. Y. City. 

Walker Adv. Agency (Inc.), Claus 
Spreckels Bld., San Francisco, Cal. 

We ace Adv. Agency Atlantic City, 


W ston Adv. and Ptg. Co., 15 Exchange 
St., Boston, Mass. 


Webb Henry, U. B. Bldg., Dayton, 

Wethevald, as. T., 221 Columbus Ave., 
Boston, Mass. 

White Adv. Bureau (Inc.), Hancock 
Bldg., Seattle, Wash. 

Williams, Fred. C., 108 Fulton St, 


N. Y. City. 
Williams & Cunnyngham (Inc.), Hey- 
worth Bldg. he oy. 0s Ill. 
Wieetore™ , & Co., 576 Fifth Ave., 


ity. 
Wood, Putnam & Wood, 161 Devonshire 


St., Boston, Mass.; 299 Broadway, 
N. Y. City. 

Woods-Norris, Ltd., Mail Bldg., Tor- 
onto, Can. 


Wyckoff Adv. Co. 
St., Buffalo, N. 
ton, Mass. 


-_——__+9-4-—___——_. 


Proprietor (on being told the | rice 
of an advertising drawing): at! 
Seven Dollars an’ fifty cents Ps an 
overgoat on paper! e all-vool gar- 
ment, zilk-lined, is only fife.”—Life. 


(Inc.),. 14 Ellicott 
Y.; 79 Milk St., Bos- 
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The edition of 
McClure’s Magazine for 
October was 470,000. 


The edition for Novem- 
ber 1s 475,000. 


At a page rate of $460.00 this is 
buying space more advantage- 
ously than in many magazines 
that consider themselves in 
McClure’s class—but still it 1s not 
the best way to buy space. 





gu, 
©: 


McClure’s Magazine 
44 East 23rd Street, New York 
BOSTON CHICAGO 
Curtis P. Brapy, Advertising Manager 
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COPY THAT GETS TO THE 
FARMER. 


EXAMPLES OF CURRENT HIGH CLASS 
EFFORTS TO INFLUENCE FARM 
TRADE—AMERICAN RADIATOR, TEL- 
EPHONE COMPANY AND OTHERS 
PUTTING UP SNAPPY COPY IN 
FARM PAPERS, 





An advertiser in farm papers 
recently endeavored to be a bit 
“fly’—and (perhaps wnconscious- 
ly) cast the tone of his copy in a 
rather patronizing key. He 
changed it after one insertion, and 
wisely substituted some of his 
most carefully prepared arguments 
thereafter. 





a “South Bend” is the 
Farmer's Watch 
2B aoe Of | Le 













Ze . 

You men on the farm give a watch the and if you ride much over rough roads, 
hardest kind of treatment. You look at that fact is very important in the watch's 
coldest weather, use the adjastment. . 

watch under @ Diazing sun, jolt over some it's this way all snrenee.ané at's wby 
almost impassable road with it. bead over. “South Bead” Watches so many 
straightes wp—ia fact you place awatch more factory adjustments than ordi 

io ‘conceivable position thet tends watches get. Every “South bend” Watch 

y. 





ple. There is, however, difference 
in the conditions in which they 
live—conditions which mean abun- 
dant opportunity for trade-marked 
articles. At present “general 





The passing of the wood lot 


AMERICAN Radiators. The comfort and attractiveness of farm and town homer 
are advanced 100% by these outfits. They are the easiest cared for of any beating 
tft @m the world the most economical. 


IDEAL Bowlers and AMERICAN Radiators will 40 their wort, without repairs, 
1 long as he building itself #iands, hence they are @ permanent investment. 








ates. Po 
Without Wariag up, oF 
7 Gavurding 
A Me tgp IORAL Bete and A Me vot JOEAL Bete ned Write today for Aull ne 
Teak Mag AMERKCAR pu OM Bin ANERICAY formation, whic® pvie OL 
oe a Tim neds bus host TOE NGO? BO ADVANTAGE we 
Eaters comes ee pr 
at shane oot cae ba bough of any repentie com oa. orem 
‘kr ns Soa nse incase Som gf tego, soon, bg Oe catalogue (free), stares, on ie 
ams bad oa * meote.” —— 
ota en er 
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to binder its accuracy. stays from one to six 
you may bavea watch months in our factor 
Gattoogumemecs ime- The under and 

keeper for you in spite of justment. It takes six 


w 
the bard use must 88 months to mete a “south 
give i ve = “South Bend” sri 'wacnson-soun 
‘coastan 


erator and to position 
every position it will ever be put into 
cf the movements of the mos! ac 


tive g 
A watch bas « tendency to ran slower 
when you stand straight up than when 
you leas over. If you lean over much of 
the time while you work, your watch must £ 
be adjusted to run well in that position. 
apotber 
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FARMERS’ WATCH AD. 


There is a steadily increasing 
interest manifested among adver- 
tising men regarding agricultural 
copy. The evolution of farm ad- 
vertising has been quite as radical 
as that of magazine copy. 

To an observer who has kept 
tab on the copy appeal made by 
general advertisers, especially 
Eastern ones, whouse farm pa- 
pers, it has been interesting to keep 
track of their gradual comprehen- 
sion, as shown in their copy, that 
there is essentially little difference 
among farm people and city peo- 


} 
THE FARMERS APPRECIATE THIS. 


stores” are reaping harvests from 
private brand goods that they 
should never be able to sell to far- 
mers—and wouldn’t if manufac- 
turers reached the farmers with 
the right information. 

EOF AE 

A’ THIRTY-THREE PAGE 
NEWSPAPER AD. 


What may be the largest single ad- 
vertisement to date and what is certain! 
one of the very largest is that whic 
appeared in the Sunday, September 4th, 
issue of the Oregon Daily Journal. The 
advertisement consisted of 33 pages. 

This ad was run by the Greater 
Meier & Frank Stores of Portland, ad- 
vertising a special sale. It is unique 
in that, unlike most monster news- 
paper ads, it was not run consecutively. 
Rather it ran intermittently through the 
whole paper, every other right page 
here, every other left page there, a 
center spread in most of the separate 
sections, as well as the back page of 
most sections. 

The Pacific Coast Advertising Men’s 
Association is taking particular pride in 
this big advertisement, and is sending 
out to newspaper business managers all 
over the country copies of the advertise- 
ment itself, together with a special news 
~~, all ready to be run describing it in 

etail. 
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Here’s a “GOOD STEER” for you 


5 9,163 
MICHIGAN 


A i v. i 
ILLINOIS! $e OMe io 






Showing 


FARM LIFE’S 


Detailed Circulation by i 
States— You can’t beat it. Write for copy and rates. d 


J. R. WOLTZ 
Farm Life’s Hired Man 
1322 WABASH AVE., CHICAGO 
The Fisher Special Agency, 150 Nassau St., New York 
Representatives 























Fora 


Trade Mark 


We make a small, patented device, sold to a 
technical trade. 

We have used a semi-trademark for 20 years 
and now want a better one. 

Upon receipt of a trade-mark suggestion that 
fits our case, we will immediately mail you a 
check for $50.00. 

Send us your name and address, and you will 
receive data and references. 


Box 87, Station A, 
Hartford, Conn. 








































































TS CaN ema eR. i perth 





58 


PRINTERS’ INK. 








MODERN ADVERTISING 
FOR AGRICULTURAL 
FAIRS. 





UP-TO-DATE PUBLICITY IDEAS REVIV- 
ING THE FAMOUS OLD INSTITU- 
TION HOW CONNECTICUT AND 
TENNESSEE AND MINNESOTA 
STATE FAIRS ARE ADVERTISED. 








By Jerome De Wolff. 

Probably about the oldest sort 
of agricultural advertising is 
county and state fair advertising 
But the old-time ink-smudges 
which did duty as advertising at 
crossroad inns and stores have 
become obsolete. 

Modern advertising ideas are 
revolutionizing the county and 
state fairs—and are dragging 
many of them, too, out of the 
rut of financial dissolution, which 
has resulted from lack of public 
interest. It was no hard job for 
the handful of ink-smudge posters 
to bring the crowds in the old 
days, when there was little com- 
petition for the county fair as a 
center of amusement anu interest. 

To-day, however, the county 
fair must struggle for recognition 
and public interest, despite its 
ancient hold on the people. It 
must use the modern tools of pub- 
licity and use them with modern 
skill. A firm administrative hand 
and better municipal co-operation 
is manifesting itself, now that 
new advertising methods are as- 
suring better success. 

In Syracuse, N. Y., there is now 
being opened for the first time a 
permanent New York State Fair 
on a tract of land of some hun- 
dreds of acres, a result brought 
about by rare co-operation be- 
tween the State and the city. 
Heretofore the New York State 
Fair has migrated from one local- 
ity to another with the passage of 
years, losing prestige the while. 

To-day live fair managements 
have their skilled advertising men 
who plan their campaigns months 
in advance, and employ in them 
every available method of adver- 
tising, most prominent among 
which is paid display advertising 
in the local newspapers and farm 
weeklies, and lavish displays of 
posters, Itis said that as much as 


$15,000 was expended this year for 
advertising previous to and dur- 
ing the California State Fair, held 
at Sacramento. 

The Connecticut Fair, held 
Labor Day week, at Hartford, 
offered one typical instance of 
this sort of enterprise. The ad- 
vertising of this fair was planned 
with great care. Posters were 
the foundation. At a given signal 
these blossomed forth by the 
thousand in a single night, like 
mushrooms, in every part of the 
state and even in parts of near- 





Last Two Days of the Greatest 


MINNESOTA 
STATE FAIR 


Today: Minneapolis Day 








SPECIAL: Farmers’ Meeting 
end Lectures, in the Women's Federation Building. 
Gorerver Shafroth of Colprado, ‘will ‘present the $1,500 Colorado 
Oste Troph: to the Minnésota Field Crop Breeders’ Association for 
Mr. A. D. Vansickle, Warren, Minnesota. Mr. Vansickle won this 
trophy for 1909-1910 o best peck of oats, in “open to world” clase 
‘at 1909 Natfonal Corn Exposition. Prof. W. H. Olin will present tho 
‘trophy and address the farmers of Minnesota this morning, at 10 
o'clock 
Pref. wr Taylor will address the farneye at eleven o'clock on Soil Culture 





Automobile Day 


desperate effort to break the World's Record 


Tomorrow: 
Toree World's Champions ib a 
DE PALMA OLDFIELD BURMAN 

Ticeuty special events for ioeal cars with dozens of entries. Races start 
protaptly at 1 P.M. 











TYPICAL BIG-SPACE FAIR ADVERTISING. 


by states. Men went‘at the work 
afoot, on trains, in wagons, in 
autos. Billboards were hired i 
every town large enough to have 
a regular billboard service, and 
no less than twenty-two billboard 
companies in Connecticut and 
Massachusetts began their work 
at the same instant. 
set of maps, such as might 
be used in a military campaign, 
were set up in the advertising 
office of the fair management, 
and on them was indicated the 
progress of the posting almost to 
a sheet. In addition, there was 
just as much system about the 
sending out of the contracts and 
electros to the newspapers. 
The farmer who is keen enough 
to respond to this widespread and 
persistent advertising is just the 
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N American Family means several per- 
A sons. Every yearly subscription to 
The Youth’s Companion means a 
family—not one or two, but several individuals. 


Thus the circulation of The Companion means 
not half a million, but fully two and one-half 
million people who need food, clothing, toilet 
articles, household supplies, etc. 


Then every one knows the constant demand of 
a growing family and the home in which they 
live. 


It pays to get the trade of the Best Families— 
Large Families. 


Three Special Numbers Are Announced 


SS en 
ov. o » . | 
Dec. 15. CHRISTMAS NUMBER (600,000 Copies | 





THE YOUTH’S COMPANION 
BOSTON, MASSACHUSETTS 


New York Office Chicago Office 
910 Flatiron Building 150. Michigan Boulevard 


























OUR business 
stationery is the 
utmost value for 
your money only 
when it bears the 
watermark— 


Trade-Mark Registered. 


CONSTRUCTION 


Best at the Price 


In White Envelopes 
P one D to 
ix Colors B 0 he Match 


The paper that makes 


Impressive Stationery 
at a Usable Price 


In  value-for-the-money Construction 
Bond is unequalled because it is sold 
only in lots of 500 Ibs. or more, direct 
to responsible printers and lithograph- 
ers—instead of in ream lots through 
jobbers. 


The marked economies of this method 
of distribution and the substantial 
quality of Construction Bond have 
brought us the support of the leading 
makers of high-grade stationery through- 
out the United States—from Boston and 
New York to Seattle and Los Angeles, 
from the Twin Cities to Galveston. 


If you want your letterheads on a 
strong, crackly, impressive paper, and 
need them at a price that permits their 
use in quantities—ask the leading 
houses in your vicinity for Construc- 
a Bond. Specify it in your next or- 
er. 


Specimen letterheads sent free if you 
ask us on your business stationery. 


W. E. WROE & CO. 
302 Michigan Boulevard, Chicago 


PRINTERS’ 








INK. 





farmer who would be most enter- 
prising in the matter of buying 
new improvements in farm ma- 
chinery and the thousand and one 
other articles of manufacture 
which are used on the farm—a 
fact appreciated by the advertis- 
ing exhibitors at fairs. 

The sales opportunities at the 
agricultural fairs do not even end 
here. The City of Rochester, for 
instance, has led the way this year 
in the matter of advertising cities 
at county fairs. It has got upa 
very attractive booth, which made 
its first appearance at the Wyo- 
ming County Fair, at Warsaw, and 
is now being shifted to other sim- 
ilar fairs. It will next month 
make its appearance at the 
Rochester Industrial Exposition. 
Attractive literature is distributed, 
telling all about the Flower City, 
and much personal work is being 
done. The booth was the idea 
of the Rochester Chamber of 
Commerce. 

The Tennessee State Fair is 
another example. It was first 
held only five years ago, designed 
to improve the condition of the 
farmers of the state and of the 
South generally. It has accom- 
plished the work for which it was 
intended, and more. It is to-day 
one of the most telling educa- 
tional institutions of the state— 
made so largely through the able 
and persistent advertising efforts 
of its management. 

The Minnesota State Fair, by 
its novel and attractive features, 
has lifted the occasion to the level 
of great importance and interest. 
Its special days, its high class fec- 
tures and automobile races make 
it the gathering center for many 
thousands—through the medium 
of liberal display advertising in 
newspapers and farm publications. 

a Ss 


A MURPHY MISSIONARY. 





Murpuy VarnisH CoMPANY. 
PuIvLapetpuia, Aug. 81, 1910. 
Editor of Printers’ Inx: 

Of course I want to renew my sub- 
scription. Here’s the five dollars. For 
about fifteen years I have been reading 
Printers’ Inx, which is now better 
than ever—and a habit has been formed 
which is pleasant and perhaps profitable. 
Yet I am not an advertising man, be- 
ing a Murphy missionary preaching the 
gospel of the quality and economy which 
goes with “the Varnish that Lasts Long- 
est.” Cuas. W. Kesser. 
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THE POOR OVERWORKED 
ARROW. 


Curcaco, Sept. 12, 1910. 
Editor of Printers’ INK: 

I suppose the Indians first gave us 
the famous arrow, and from an adver- 
tising standpoint it looks as though 
that’s about all of the Indian there is 
left, and the copy man or men are cer- 
tainly working it to a fare-thee-well— 
and will continue to do so—for every 
time anybody sees an arrow, whether 
it be in an advertisement of a boy’s 
Indian uniform to play in, the refresh- 
ing taste of Coca-Cola comes into our 
mouth. The reason for which, they 
have dinged it into our heads that 
whenever you see an arrow think of 
Coca-Cola. , ? - 

True, as yet I see nothing in sight 
at present that will make even a fair 
substitute which will answer the pur- 
pose for which it is put. Advertising 
solicitors will tell a new advertiser, 
“Let me prepare your copy for you.” 
Back to the office they go, and the first 
thing you see them do is to endeavor 
to draw a good-looking arrow. 

Can you blame them? The arrow is 
everywhere. You get up in the morn- 
ing, get the morning paper; every third 
ad is an arrow. It’s on a chewing gum 
ad, a tobacco ad, some local real estate 
man uses it, then a theatre takes it to at- 
tract your attention to a headliner, it’s 
on some local brand of -beer, the rail- 
roads have it everywhere; all over, on 
every page, you see the little Indian 
missile. You ride down in the street 
car—every second display the little ar- 
row is there. Look out the car window 
—sure enough, it’s on a billboard, and 
the little fellow points to anything from 
a cake of soap to an automobile. Get 
to your office—look at the mail, cir- 
culars, folders, follow-up cards, etc., 
etc. ‘There it is again. Pick up your 
weeklies and it’s still with you. Buy a 
magazine, large or small, good copy 
or bad, sure enough our friend is 
with us on every other page. 

Its use by the largest and best ad- 
vertising agencies in the country, by 
the best and poorest copy writer of the 
country, it must pay, it must attract, 
or it wouldn’t be used so often—but 
some day somebody is going to come 
forth and relieve the much overworked 
Indian missile—but who—and when— 
and what will it be? 

W. A. Wapsworth. 


nS 


John Lee Mahin, president of the 
Mahin Advertising Company, is very 
optimistic concerning business condi- 
tions. He asserts that the financial 
affairs of the country are more favor- 
able than at any time during the past 
two years. 





At the noonday luncheon of the Pil- 
grim Publicity Association, Sept. 7th, 
the guests were C. Morse, secretary 
New England League of Baseball Clubs, 
end Mr. Garland (Jake) Stahl, first 
baseman of the Boston American team. 
These gentlemen gave a most interest- 
ing talk on inside baseball. 
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THE MEMPHIS 
COMMERCIAL AP.- 
PEAL is one of the few 
papers that have been 
awarded the Gold Marks, 
oo, by Printers’ Ink in 
recent years, 


Apply any sort of a test 
you like to the COM- 
MERCIAL APPEAL 


and it wins, 


It has QUANTITY as 
well as QUALITY of 


circulation. 


Its territory is one of 
the most prosperous in 
the world. Daily circu- 
lation now over 50,000; 
Sunday over 80,000. 
Sworn detailed statements 
on request. 


All well posted news- 
paper and advertising 
men say it is “The South’s 
leading newspaper.” 


SMITH & BUDD CO. 
Advertising Representatives 
Brunswick Bld - New York; Tribune 
Bldg., icago; Chemical 
Bldg., St. Louis. 
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New Things The : September 

and October pub- 
Advertised ications disclose 
many ads for articles rarely if 
ever advertised avery 
affirmative sign of good business 
conditions. New ventures are 
not usually made in times of 
much uncertainty. 

Toothpicks, trade-marked lum- 
ber, trade-marked men’s clothing 
fabrics, shoe trees, door checks, 
freight service, brick, tile, furs, 
beds and a host of technical arti- 
cles rarely before seen in print 
outside of catalogues and trade 
papers—all these have been ap- 
pearing within recent months. 
Carborundum is back at adver- 
tising again, and so are others 
commonly credited to advertis- 
ing’s graveyard in times past. 

In addition, some unique co- 
operative efforts have appeared, 
and more are coming; and a 
number of articles which have 
been advertised but infrequently 
heretofore, like molasses, shirts, 
furniture, etc., have now more ad- 
vertising competition, and adver- 
tising pages are lively with many 
competing lines, 

It is evident that the long and 
hara work o, advertising men, to- 
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gether with the natural evolution 
of business understanding, is be- 
coming fruitful. Few fall sea- 
sons in the past have witnessed 
so many and so important new 
entries on the list of new adver- 
tisers. 

The most absorbing of all ad- 
vertising tasks seems now to be 
not so much the searching for 
newcomers in the advertising field, 
as better organization and equip- 
ment to take care of those al- 
ready using advertising. Both 
publishers and agents and those 
who are in charge of advertis- 
ing departments for manuiac- 
turers, now need most to make 
advertising cost bring maximum 
results, and standardize adver- 
tizing organization for the most 
economical and business-like op- 
eration. 





Buoyant Optimism is a 
Farm — a 
é ittle use 

Conditions +"... 


in analyzing act- 
ual conditioris unless it be that 
brand of optimism which puts up 
cold cash on its words. 

Readers of the Chicago Tribune 
were made to gasp a little seme 
weeks ago when they came across 
a four-page ad for the Orange 
Judd Co. With courage and con- 
viction, rather tested and proved 
by such an ad itself, Herbert My- 
rick, president of the big pub- 
lishing house at Springfield, and 
a man whose personal advice is 
frequently sought by both presi- 
dents and_ ex-presidents, told 
“Why I Know Business Will Be 
Good.” He also reproduced a 
group of automobile ads from one 
issue of his farm papers, which 
extended across the Tribune's 
double spread. 

His words were not of the usual 
value—they were based on the re- 
ports of his organization, whose 
crop figures are frequently. said to 
be more accurate than the Govern- 
ment’s. 

Mr. Myrick said: 

“Things have been improving in the 
markets ever since my return from 
three months’ personal investigation of 
agricultural, industrial and _ financial 
conditions throughout Europe. 

“Upon my arrival late in July, Wall 


Street was in rather a nervous condi- 
tion, but improvement was instantan- 
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and has been maintained ever 
pa I put out the first news of these 
fundamental facts: 

“1, Crops and crop prospects on the 
continent west of Russia and north of 
Italy, also in the United Kingdom are 
the poorest in years, but industrial, 
labor and financial conditions are 
healthy. P 

“9 This means that the consuming 
masses abroad will demand all the sur- 
plus that the American farmers can 
spare. This increasing export demand 
for our surplus means fair prices stead- 
ily maintained. ‘ 

“g Therefore, the American farmer 
will continue to be prosperous. He 
will be a heavy buyer, not only of ag- 
ricultural necessities, but also of house- 
hold improvements and home luxuries. 

“4, While some reaction was natur- 
al from last year’s high water mark 
figure for securities, the July panic 
was largely artificial, It was senti- 
mental. 

“5. There is nothing to fear. Con- 
ditions at home and abroad justify the 
fullest confidence throughout America. 

“Now I am back in Chicago after 
about 15,000 miles’ close observation of 
agricultural and _ industrial conditions 
throughout the United States. 

“Our Orange Judd Farm weeklies have 
also received reports from many of our 
10,000 special correspondents. To-day 
the agricultural situation is this: 

“1, Generous rains over most of the 
Central West and Northwest have sup- 
plied the only thing needed for splen- 
did yields, notably of corn and all the 
later crops. 

“2. It looks like three billion bush- 
els of corn—the largest crop ever. 
Oats will make one billion one hundred 
million bushels—or more than ever 
before. These bumper crops will more 
than offset the slightly reduced produc- 
tion of spring wheat, while the winter 
wheat crop is close to last year’s. The 
August rains refreshed pastures and 
ranges. This means millions to the 
dairy and live stock interests. 

“3. During the past four weeks the 
Russian harvest promise has been ma- 
terially reduced. Reported shortages 
in all the rest of Europe are fully 
confirmed, 

“American farmers will be better off 
than ever. They are our financial Gib- 
raltar. Upwards of 35,000,000 people 
live on nearly 7,000,000 American 
farms. Their products this year will 
be worth almost ten billion dollars.’”’ 

“Therefore, now is the time for con- 
fidence, progress, vim, nerve, patriot- 
ism and optimism.” 


Assigning It is one thing 


a Trade-Mark ‘° build up pres- 
tige for a trade- 


mark, and another thing to en- 
deavor to sell lowered or altered 
quality on that mark and prestige. 

Printers’ INK has occasionally 
commented on the dangers of 
deterioration of quality as de- 
Stroyers of valuable trade-mark 
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assets, but it has remained for 
the courts to make a decisive 
judgment which is of significant 
interest both regarding public 
justice and the status of trade- 
mark value in transfer. 

The Court of Appeals, Dis- 
trict of Columbia, not long ago, 
had before’ it a peculiar state of 
affairs. In the case of the Thayer 
Fertilizer Company vs. the Vir- 
ginia- Carolina Chemical Com- 
pany, it came out that one party 
claimed to have derived title from 
the Southern Fertilizing Com- 
pany, which began the use of the 
mark in 1873, and which, in 1888, 
assigned the mark to the party’s 
predecessor in business. 

It appears that the assignment 
in terms conveyed the good will 
of the assignor, which company 
issued circulars to its customers, 
informing them of the assign- 
ment and advising them that they 
could rely upon getting from the 
assignee the same material that 
they had been getting under the 
old brand. Apparently the as- 
signor, at about the time of the 
assignment, wound up its affairs 
and abandoned its business. The 
assignment was attacked upon 
the ground that it was a bare 
transfer of the right to use the 
mark, unaccompanied by the sale 
of the business. The Court of 
Appeals said that the good will 
could have no existence apart 
trom the business in which it had 
its origin, and that such good will 
necessarily became extinct with 
the abandonment of the business. 
There was no evidence in the 
case as to whether the fertilizer 
subsequently manufactured by the 
assignee was made under the 
same formula and from the same 
grade of material as that pre- 
viously made by the assignor. 
Hence the case was without any 
evidence that the business for- 
merly conducted by the assignor 
had really been continued by the 
assignee. 

The purpose of the trade-mark 
law, says the court, is to protect 
the public as well as the manu- 
facturer or dealer. The public 
has the right to know the origin 
of the goods which it purchases. 
It comes to recognize commodi- 

















ties designated by a particular 
mark as the product of a certain 
dealer and as possessing certain 
characteristics and qualities. If 
the owner of the mark be per- 
mitted to sell it unaccompanied 
by the business by which it had 
become known to the trade, for 
use on goods possessing different 
characteristics and qualities, one 
of the purposes of the law has 
failed and a fraud upon the pub- 
lic is sanctioned. 

Hence, the court holds, that the 
assignor abandoned the mark in 
the year 1888, at the time it un- 
dertook to assign it. Whether the 
assignee began the use of the 
mark immediately thereafter does 
not appear, but in any case the 
latter’s title must date from the 
time when it first began to use 
the mark, unaided by any prior 
use of the mark by its alleged as- 
signee. In the case of the ad- 
verse party, however, it appeared 
that it had been making use of 
the mark since 1880 and the court 
says that, having been actually 
engaged in the use of the mark 
at the time of its abandonment 
by the Southern Fertilizing Com- 
pany, it thereupon acquired a 
good title to the mark, a title 
prior and superior to that of the 
assignee. 

In this portion of its decision, 
the court expressly overrules the 
principle of law suggested by a 
Federal court some years ago, to 
wit, that one who adopts a mark 
while it is in use by another can 
not acquire a good title to it by 
the subsequent abandonment of 
the first user. 

In the case cited, the court 
said that if the right once be 
conceded to a person to acquire 
a good title to a trade-mark, with- 
out the consent of the lawful 
owner, it would enable a manu- 
facturer of large capital or supe- 
rior energy to drive his competi- 
tors out of business, by seizing 
their trade-marks. and using them 
for that very purpose, provided 
the lawful owner is unable or un- 
willing to assert his rights by re- 
sort to the courts. The Court of 
Appeals holds that this is not a 
correct statement of the law. As 
long as the first user of the mark 
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continues to use it, the second 
user acquires no property right 
therein, but if the first user does 
not care to resort to the courts ty 
protect his property right, he 
must take the consequences of 
his neglect. When the owner 
abandons the mark, it becomes 
the subject of appropriation and 
the property of the first taker, 
There is no apparent reason why 
one who is already using the 
mark in good faith and without 
knowledge of its prior use should 
not be as much entitled to appro- 
priate it as the one whose date 
of adoption is subsequent to the 
abandonment. In this case, there- 
fore, priority of title to the mark 
was recognized in him who ap- 
propriated and began the use of 
the mark, while it was in use by 
the Southern Fertilizing Com- 
pany and who thereafter contin- 
ued in such use. 


_——+o7——_—_—__— 


THE PURE FOOD SHOW, NEW 
YORK. 





What was agreed on all hands to 
be the most interesting and successful 
show yet held along pure food and 
domestic lines was held under the 
auspices of the National Food Magazine, 
Sept. 17-28, at Madison Square Garden. 
New York. 

The decorations were the best the 
Garden has known for some time, and 
the exhibits were of strong educational 
value. Adulteration and false measures 
were given official black eyes through 
the exhibits of government experiment 
stations and New York municipal 
bureaus. 

There were many manufacturers’ ex- 
hibits, giving a visual indication of the 
many unadvertised foods,—also of the 
many products of well-known _ firms 
which are little known. Articles of 
high excellence were exhibited, which 
are known to but few and have little 
or no distribution. However, a number 
of well-known advertisers like Shredded 
Wheat, None-Such Mince Meat, Royal 
Baking Powder. Walter Baker’s, Low- 
ney’s, Heinz, Franco-American Soups, 
Huyler’s, Francis H. Leggett, General 
Electric Co., American Cotton Oil Co., 
Welch’s Grape Juice, etc., were repre- 


sented. . 

The Philadelphia North American had 
an exhibit there, as a boost for its 
Honest Food advertising pages, and 
long accounts of the show were sent to 
Philadelphia. Cloque, Painter Jones 
Co., advertising agents, Chicago, had 
an exhibit. Many domestic. science and 
philanthropic organizations had exhibits. 
Many interesting lectures were delivered 
in the auditorium. 
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You Are Looking for 
a Sifted National 
Farm Market 


You are fully awake to the profit in establishing 
a reputation in rural sections. What is the solution 
to your problem? 

Turn to the medium which has been sifting the 
national farm market by the one sure way—the 
high-place, national, editorial appeal which gets and 
keeps only the broadest-minded farmers (and there- 
fore generally the most successful) in the whole 
country. 

Farm and Fireside offers a sifted, country-wide 
marketplace, which your own choosing, name by 
name, could hardly improve. 

Let us show you the names of readers, their con- 
dition and location, the goods they buy (yours may 
be among them) and the pictures of their homes. 
Your aim is to reach the prosperous farm families, 
whether in rich Lancaster County, Pa., the splen- 
did Iowa corn country, the marvelous grain coun- 
try of North Dakota and Minnesota or down in 
wonderful Texas. 

All of these, and nearly half a million elsewhere, 
you can reach at one cost through 


FARM“ FIRESIDE 


THE NATIONAL FARM PAPER 
Springfield, Ohio 


11 East 24th Street tot Tribune Building 
new vers Advertising Department Offices comcaeo 

















“A Razor-Saver for 
Shavers’”’ is the title 
of a wee circular 
that tells all about a 
new idea for adding 
new joys to self- 
shaving. We will 
send the circular free 
on request. ‘You're 
next!” 





The application of 3- 
in-One will make any 
razor cut easier, bet- 
ter and stay sharp 
longer. It will keep 
any razor edge always 
keen and as smooth 
as velvet. Don’t scoff! Buy 3-in- 
One and try this new idea. 

. 


Big 8 oz. bottle—50 cts.; 3 oz.—25 
cts.; 1 oz—10 cts. All 
stores. 





and special scientific circular. 





Send for FREE SAMPLE 


3-IN-ONE OIL COMPANY 
12 Broadway, New York 








No waste in 
circulation here 


among 35,000 prosperous and 
intelligent subscribers. They 
are interested in bees both for 
pleasure and profit and in 90% 
of their homes you will find ad- 
vertised goods—proof that read- 
ers of 


Gleanings in 
Bee Culture 


are alert to buy and can afford 
to buy the best. You can in- 
fluence them to demand your 
goods of their local dealers just 
as scores of other national ad- 
vertisers are doing. Our rates 
for space—$1.48 a page per 
thousand—make this a “buy” 
you should decide on now. 








The A. I. ROOT CO. 


MEDINA -:- «:- « «+ OHIO 
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PECULIARITIES OF THR 
ENGLISH BUYING PUBLIC 


Cc. L, LLOYD, AN AMERICAN ApDvkp- 
TISING AGENT IN LONDON, Ex- 
PLAINS SOME OF THE VITAL Mjs- 
TAKES MADE BY AMERICAN MAN- 
UFACTURERS — HOW AMERICAN 
TYPEWRITERS HAVE BEEN _INTRO- 
DUCED BY ENGLISH SALESMEN 
WHO KNOW THE FIELD. 





Charles L. Lloyd, of Lloyd & 
Co., London advertising agents, 
sailed for England a fortnight 
ago after a short business trip in 
this country. As one of the few 
Americans engaged in the agency 
business in England, Mr. Lloyd 
is particularly well situated to ob- 
serve some of the vital mistakes 
made by American advertisers 
when they approach the English 
market. 

When questioned for Printers’ 
Ink relative to these attempts, 
Mr. Lloyd explained that the 
most common and, at the same 
time, the most serious mistake, is 
not fully to appreciate the im- 
portance of an English plan of 
action. The American manufac- 
turer usually attempts to adapt an 
American plan of action to Eng- 
lish conditions, just as if he could 
change the whole temperament of 
the people, after it has been de- 
veloping for centuries. Conse- 
quently the American manufac- 
turer has very often made costly 
mistakes, 

“Every one knows that English 
trade conditions 2zre as different 
as the English temperament,” 
says Mr. Lloyd, “but no one has 
seemed to realize that a _ mer- 
chandising plan in England must 
pursue radically different lines to 
interest the English trade. The 
English commission man, the job- 
ber, the retailer, while they oc- 
cupy analogous positions to those 
in America, do not hitch up to 
advertising effort in precisely the 
same way, and only an experi- 
enced person in the English mar- 
ket in various lines of merchan- 
dise can utilize these various fac- 
tors in a successful advertising 
plan. 

“There has been some attempt 
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to Anglicize American copy to 
suit the English disposition, but 
even this has not been carried to 
sufficient extent. : 

“When it comes to educating 
an American sales force to enter 
the English market, you confront 
well nigh impossibilities. Rather 
must the American advertiser 
frst employ an English sales 
manager or Anglicize an American 
sales manager to train an English 
staff. This is proved by the fact 
that the success of the American 
typewriter abroad has been due to 
the efforts of English salesmen. 
Again there are fundamental im- 
possibilities which are perceptible 
to an English agent, but which 
an American is liable to overlook, 
if he is hasty in his decision to 
expand abroad. For _ instance, 
Jap-A-Lac might seem to present 
a great field in England but an 
Englishman skilled in that mar- 
ket would tell you that English 
floors do not lend themselves to 
that treatment. And an American 
breakfast food concern might 
spend a million dollars before it 
could supplant Scotch Oats on the 
Englishman’s breakfast table. 

“On the other hand, an Ameri- 
can safety razor, properly Angli- 
cized in its argument, and distrib- 
uted intelligently along the lines 
indicated, undoubtedly scores; so 
with the American camera, the 
graph-o-phone; even Ameri- 
can clothing has been _ pro- 
moted successfully abroad by 
some leading American adver- 
tisers. Consequently we face the 
fact that, while the foreign mar- 
ket presents immense possibilities 
to American enterprise, these pos- 
sibilities must be very carefully 
considered, every contributing de- 
tail weighed and precisely the 
proper plans made, or the ven- 
ture will be more of a speculation 
than an investment.” 


i Sos 


ADS RECEIVED OVER ’PHONE. 





The New York Herald and New 
York Telegram have started an inno- 
vation relative to want advertisements. 
The latter are now received over the 
telephone, and statements to that effect 
are appearing in the street cars and 
other places around New York. 
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AN EVIDENCE 
OF GROWTH 


During the first eight 
months of 1910 


The Chicago 
Record-Herald 


gained in paid advertising, 


606 Columns 


over the corresponding 
period of 1909, a showing 


two-cent newspaper in 
Chicago. 


Ghicago Record-Herald 


New York Office, 437 Fifth Ave. 





not equalled by any other | 














MontTREAL, CANADA, 
Sept. 29, 1910. 


Editor, ‘Printers’ Ink,” 
New York City. 


Greetings: 

We firmly believe ours is the 
best and brightest illustrated 
weekly in the Dominion of Can- 
ada. Unfortunately there are 
some Canadians who have not 
subscribed and we are going after 
them by advertising. 

During October we shall use at 
least 5000 lines in the leading 
dailies and weeklies in Canada. 

Our appropriation is the largest 
ever made by a Canadian publica- 


centions the largest ever made for 
a Canadian campaign in the time. 

We like our own magazine so 
well that if any of your friends 
want to see a copy we will be 
pleased to send one—and adver- 
tising rates. 

Sincerely yours, 
Tue CanapiaAn CENTURY. 





P. S.—We will tell you more 
about our campaign Jater. 





tion and with, possibly, two ex- 
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TACKLING SELLING OB- 
STACLES WITH FLYING 
WEDGE CAMPAIGN. 








PACIFIC ELECTRIC HEATING CO, SUC- 
CEEDS WITH NATIONAL ADVERTIS- 
ING CAMPAIGN AGAINST POPULAR 
MISUNDERSTANDING — CO-OPERA- 
TIVE EFFORT ALL ALONG THE LINE. 





“Bill Raisers” is the rather 
unique phrase which has been 
adopted by the Pacific Electric 
Heating Company, of Ontario, 
Cal., in a campaign of enlighten- 
ment along unique lines of educa- 
tional advertising. To override a 
stumbling-block in its own path, it 
has elected to help not only itself 
but all other concerns in its line of 
business by bringing home to the 
American housewife the why and 
wherefore for the increase in 
lighting bills during the fall and 
winter, 

The coining of the phrase and 
the decision to spread it and its 
meaning through national adver- 
tising resulted, according to the 
company which is sponsor for it, 
through its investigation of the 
reasons back of the annual cessa- 
tion in demand for its product 
during the early fall. When the 
reasons had been discovered it 
was thought best to make them 
easily understood by grouping 
them under the simple and home- 
ly title of “Bill Raisers.” The 
“family” was found to consist of 
the following: eariy twilight, later 
bedtime; dark mornings; more 
evenings at home; more rooms 
lighted, etc. 

“Our company believed,” said 
Shirley Hunter, of its promotion 
department, “that if these facts 
could be brought home to every- 
body a certain amount of preju- 
dice against the use of electrical 
appliances around the house could 
be overborne. For the past five 
years we had noted that autumn 
takes a ‘fall’ out of the demand 
for electrical appliances, and, 
though the advertising department 
double co-operative assistance, the 
selling help to the dealer proved 
valueless. 

“The convenience and economy 
of the electrical appliance is the 
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same every month in the year, 
Exhaustive investigations turned 
over the fact that the increased 
lighting bills when the days short- 
en was the ‘nigger in the wood. 
pile.’ The housewife seldom stops 
to see ‘there’s a reason.’ She be- 
lieves the matter has been doctored 
—and a dozen other petty grafts 
practiced. The family of ‘Bill 
Raisers’ is the outcome of our in- 
vestigation. 

“A full-page “Bill Raiser’ story 
in The Saturday Evening Post 
was the center of activities, Fold. 
ers, newspaper copy and cuts, a 








Aree 
Bill Raisers” 

youknow why. Many people forget that the days are shorter—that 

the electric are turned on earlier and used later—that for numerous other 

srasasa mare Convent i nnoded fa wister. ‘And 

















FULL PAGE IN WEEKLIES. 
letter, and a double panel hanger 
were furnished dealers, lighting 
companies, central stations, and 
for the jobbers to distribute. 

“A large folder carrying the de- 
tails of the campaign, the Post 
advertisement, co-operation fur- 
nished, etc., was forwarded a few 
days after the house-organ, Hot 
Points, presented a skeleton idea 
of the campaign. Printed matter 
was furnished to customers and 
non-customers—the latter getting 
material playing up electrical ap- 
pliances in general instead of the 
Hotpoint. Our follow-up work was 
doubled. A ‘Bill Raiser’ hanger, 
telling the story to the Housewife 
to be hung at the cashier’s win- 
dow, was furnished to every light- 
ing company and central station 
in the country. 
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“The plan of action was for 
each dealer to use the newspaper 
copy and window display the week 
in advance of The Saturday Even- 
ing Post spread—make a special 
window display for the date of the 
advertisement—and follow at the 
letter and folder in the Septem- 
ber lighting bills. Not only the 
lighting companies and central 
stations, but hardware, house fur- 
nishing, and department _ store 
dealers took up the ‘Bill Raiser 
idea, and jobbers co-operated won- 
derfully. ? ; : 

“We are convinced that it will 
result in a year around demand 
for electrical appliances.” 

——_—_——_+04+—____ — 

Edward §, Averill, for fifty-four years 
editor and publisher of the Palmyra 
(N. Y.) Courier and probably the old- 
est newspaper publisher in point of 
service in New York state, died in 
Palmyra, September 5th, aged 78 years. 
During his newspaper career he edited 
newspapers in Batavia, Albany and 
Geneva. 
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S. C. Dobbs, president of the Asso- 
ciated Advertising Clubs of America; 
Herbert C. Houston and Richard Waldo 
visited Boston last week for a meeting 
with the officers of the Pilgrim Pub- 
licity Association to arrange the plans 
for the Associated Advertising Clubs 
Convention next year. 


ROCHESTER 


has 116 German Societies and 30 Ger- 
man Churches. The 


Daily Abendpost 


is the only German newspaper in the city. 




















Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and items 
of special interest to German-Americans, 
which accounts for the immense popular- 
ity of the paper in the German settlements 

everywhere. 




















they pay? 


it “pull”? Will you match 
invite the test. 


ne Nawcsavu Stree? 


How Much Money Are You Losing? 
“Your letters are paying’? you say—but how much better could 


The difference between the sum you now make, and the sum 
you could make, represents your loss, does it not? 


The favorite circular letter of yours! How much better could 
it against one of ours? We 


The Business Development Company of America 
“WRITERS OF SELLING COPY” 
May we send you “Business Building by Correspondence?” 
Established rt9go01m 


Nuw Youu Crise 

















Catalogue “P”’ 


lhe famous trade mark 


"1847 ROGERS BROS." cuar- 


antees the heaviest triple plate. 


shows all designs. 


MERIDEN BRITANNIA CO., 


(International Silver Co., Successor) 


New York — Chicago 


MERIDEN, CONN 


San Francisco 
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“A Daily Newspaper for the Home.” 


The Christian Science 


MONITOR 


) OF BOSTON, MASS. 
Every Afternoon Except Sunday. 





World-wide Circulation and un- 
doubtedly the most closely read 
newspaper in the world. | 
Exceptional news _ service, Local, 
National and Foreign. 


New York Office ae | “Madison Ave. 
Chicago Office : 750 Peoples Gas Bldg. 


Advertising rates furnished on ap- 
plication. 














The Tip which Saves the Card 
| 


Treble the life of your filing system by 
using Celluloid Tipped Guide Cards. 

Don’t fray, crack, curl up nor show 
finger marks. 1,ook neater than plain 
guide cards. 

Celluloid Tipped Guide Cards 
are proof against ordinary handling. Tip 
folds over top of guide where wearcomes, 
Other guides wear out in a third of the 
time. Ask your dealer for the famous 
one-piece tip or write us for samples. 

STANDARD INDEX CARD CO. 
701-709 Arch St., Philadelphia 
































Moving Picture News 


Constant! ing. Circulat d the 
Werld where Motion Puseps,eve ssed. 


dvertisers more than satisfied with re- 
sults, Write for terms and sample copy 


Cinematograph Publishing Company 
30 West 13th Street -:- -:- New York 


mesial 




















The Right;Kind of a 
Business Story 


Free booklet about MIGHTY EFFEC- 
TIVE KIND OF ADVERTISING--with 
proof of goodness from big men—by 


SETH BROWN, Chicago 
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S. W. HATCH ON BANK ADvgR. 
TISING. 





The Bankers’ Magazine recently cop. 
tained an article by Silas W. Hatch, in 
which the latter advocated that banks 
do more advertising. Mr. Hatch wrote 
in part as follows: 

“There is a great deal of ignorance 
on the subject of deposits and loans 
for commercial purposes, and _ certif. 
cates of deposit and their many advan. 
tages have never been explained to the 
public at large as they should be. 

“Why the bankers have not taken the 
public into their confidence and ex. 
plained the one-hundred-and-one adyap. 
tages and talking points of their various 
institutions is beyond comprehension, 

“Tf the bankers could be made to 
realize this, millions of hoarded dollars 
would soon be in the various banks, 
where they belong. 

“The average wage earner knows no- 
thing of banking methods. You will 
find very few people, even those deal- 
ing with the savings banks to-day, who 
know who the officers and directors are 
of the bank they deal with. 

“Very few know what the capital or 
surplus of a bank is. No one ever ex- 
plained to them that the capital and 
surplus of a bank stands between the 
depositors and any loss, or how the law 
protects and safeguards their deposits, 
and why their money is safe. 

“If, when new accounts were opened, 
these points had been explained, there 
would have been no more such panics 
as we went through in 1907. 

“Tt is the fault of the bankers that’ 
this condition exists, and until the pub- 
lic at large is better posted on modern 
banking methods the old stocking and 
the sugar bowl will continue to be the 
hiding places for money that should be 
making money for both depositor and 
banker.” 

—_—+e+—__—_ 


A NEW DEMOCRATIC MORNING 
NEWSPAPER IN NEW YORK 
CITY. 


Announcement is made of the estab- 
lishment of a new daily newspaper in 
New York City. It has been named 
The Daily Ledger and is to be classed 
as a Democratic morning newspaper. 
The first issue was scheduled for Sept. 
28. The Longacre Publishing Com- 
pany, publishers for two years of a 
weekly, the New York Ledger, is spon- 
sor for the new venture, which is to 
be published from 88 Centre street and 
is to sell for one cent. The company 
is capitalized at $500,000. Its former 
publication will be continued as the 
weekly edition of the new paper. 


—_——_+o+—__—_ 
ADVERTISING JOHNSTOWN, N. Y. 


One of the latest communities to 
adopt the label on out-going manufac- 
tures is Johnstown, N. Y. The label 
reads as follows: “Made in Johns- 
town, home of the glove industry.” In 
the center is a gloved hand holding a 
card, on which the name of the firm 
may be — as well as the address 
of the firm to whom the package is 
being sent. 
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POEM PUBLISHED AND CHECK 
SENT. 





Station Q, 10th and Columbia Ave., 
iladelphia, Pa. 
o_— 8, 31, 1910. 


FRIEND: 
Demi thee please publish the inclosed 
poem and send me copy with it in and 
a check for what it is worth. If thee 
does not use it please return the MS. 
that I may send it elsewhere, but I 
very much hope thee will publish it and 
send me copy and check, and .that I 
shall hear from thee soon. With best 
wishes I am_ 

Thine truly, 
MartHA SHEPARD LIPPINCOTT. 


ADVERTISE. 





If you have an ad to spare 
Send it on to fame, 

So the world will soon find out 
What is in your name, 

And be sending orders for 
What you have to sell, 

Then of your good fortune you 
Soon will have to tell. 


Don’t delay, but just to-day, 
Send your ad right in, 
And your fame and fortune, too, 
Then will soon begin! 
That’s the way to make succeed 
Business plans to-day, 
Half the fortunes in the world 
Have been made that way. 
MartHA SHEPARD LIPPINCOTT. 
——_+o>—. 


IOWA COMMERCIAL CON- 
VENTION. 








At the Iowa Federated Commercial 
Club’s first convention, recently held 
in Des Moines, the watchword ex- 
pressed on every side was, “Get To- 
gether and Boost Iowa.” } 

The primary object of the associa- 
tion, as expressed by its - secretary, 
H. E. Stout, is to conduct an effort to 
exploit the advantages of Iowa by 
organizing a state publicity bureau 
idea. Steps were taken toward secur- 
ing legislation providing for the crea- 
tion of such a bureau. In advertising 
Iowa the various clubs will be ex- 
pected to contribute by boosting in 
their home towns, not alone for their 
towns, but for all others of the state 
as well. 

The convention was addressed by 
Mayor James R. Hanna, who made the 
official address of welcome, and Gov- 
ernor B, F. Carroll, who talked on the 
subject, “Get Together.” The move 
of the clubs in combining their forces 
in the interest of the state was com- 
mended highly by both executives. 

——_—_+0+—__—_— 


The progressive spirit that now pre- 
vails among Pensacola, Fla., business 
men was thoroughly demonstrated at the 
recent monthly session of the Progres- 
sive League, at which it was determined 
to raise $17,000 each year for the pur- 
og of advertising the city and Escam- 
ia county. 
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“The Breeder’s 
Gazette is the 
Farmer’s Greutest 


Paper.”’ 

—W. A. HENRY, 

America’s Foremost 
_ Agricultural Educator. 

The Gazette is mailed to bona-fide 
subscribers only, and at a higher sub- 
Scription rate than that maintained by 
any other weekly farm publication. 

It goes into more than 80,000 of 
the best farm homes every week, and 
we can supply abundant testimony that 
it is read with interest by every mem- 
ber of the family. 

The Gazette is purely a business 
paper for an intelligent and well-to-do 
class of people living in country homes. 
_ It carries more advertising at its pub- 
lished rate than any paper of its class 
in the world. Established in 1881, it 
has for years presented an annual in- 
creased amount of high-class business 
announcements. 

Rate 50c. an agate line flat. No 
discounts for time or space. For an 
further particulars consult reliable ad- 
vertising agents everywhere or address 


THE BREEDER’S GAZETTE 
358 Dearborn Street Chicago 


Member Standard Farm Papers Association 


COPY MAN 
WANTED 


We have a permanent posi- 
tion for an experienced copy 
writer in one of the largest 
agencies in the country. Must 
turn out good, clean, clear cut, 
common sense work, and be a 
man of refinement as well as 
ability. State age, experience 
and salary. Address “Mopern,” 
care Printers’ Ink. 























ay 
Are You Developin 
Your Export Markets? 


Don't let your competitor get your share 
Pit. trade. The AMERICAN EX- 
PORTER service gives you all the pub- 
licity you need to cover the important 
markets abroad. Jt includesalso trans- 
lations, ratings, information, 
etc., without charge. Write for 
sample copies and particulars. 


AMERICAN EXPORTER 
137 William Street 
N.Y. 
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Copy Writer Wanted 


A few months ago we advertised for a copy writer 
and secured a good one. But owing to a large in- 
crease in business and opening of new territory we 
require another first-class copy writer not later than 
November fifteenth. He must be experienced in ad- 
vertising food products. A permanent position with 
a growing agency in modern city of 50,000, three 
hours from Toronto or Detroit. Living expenses 25 
per cent. less than New York. Climate similar to 
New York State. Send samples of recent work and 
record of experience. Also state age and salary. 
Amateurs need not apply. Position is for a high- 
grade man only. 


McConnell & Fergusson 


LONDON, ONTARIO, CANADA 

































A Circulation Manager’s 
Opportunity 


A strong publishing organization offers an 
exceptional opportunity to a circulation 
manager whose experience and initiative 
will enable him to maintain and extend a 
national business. The position pays a good 
salary, which will be increased propor- 
tionate to results. 


Every communication will be treated with 
the utmost confidence. 


Address 
HENRY L. JOHNSON, 200 Summer St., Boston, Mass. 
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COMMERCIAL ART 


Advertisements offered for criticism in this department may be 
addressed direct to Mr. Ethridge at 25 E. 26th Street, New York 


By GEORGE ETHRIDGE 

















School advertising is growing 
in importance and proving more 
profitable year after year. Many 
magazines and periodicals devote 
special departments to announce- 





ROCKLAND MILITARY | ACADEMY 


Education is costly. Ignorancé more 
so. This school develops manliness, 









Miluary system, Iudicions, ihetice, 
preparation for Colleg: t Por 
\nnapolis, or rhuslace “ay years under 





same management. immer Camp. 
Over $10,000 expended recently ¥ = im- 
proveménts, “Our five g poate 
Finer RB. Freneh, Sapt,, > Hin, 
West Lebanon, N. 1, on the Conn at? ver. 4 miles rom Dartne ruth r anege! 
No. 1. 


ments of educational institutions, 
and the public is very apt to 
judge the character of a school by 
its presentation in print. Espe- 
cially is this true when a number 
of different announcements are 
grouped on a single page and the 
ever present law of contrasts 
makes itself felt. 

Viewed in this light, if the 
Rockland Military Academy is 
disappointed in the results of ad- 
vertisement No.1, here shown, the 
blame may be placed on the ad- 
vertisement itself. 

There is nothing particularly 
attractive about it. It does not 
carry any particular message or 
contain anything to focus atten- 
tion at a glance. The little illus- 
tration in the corner is supposed 
to represent a group of students 
engaged in firing drill, but it 
looks as much like a clump of 
trees as anything else. 

This advertisement is shown as 
a type of the many similar an- 
nouncements that seem to pre- 
sent no particular appeal or in- 
dividuality to the parent or boy 
who is interested in finding the 
right sort of a school. 

Surrounded by a dozen other 
school advertisements, it is like 
a boy in a class whose name the 
teacher constantly forgets. He 
does nothing to fix or deserve at- 
tention. He is simply plain boy, 





negative, not conspicuously good, 
or conspicuously bad. So far as 
prominence is concerned he might 
as well have a number as a name. 
He doesn’t make his identity felt. 


ROCKLAND 


MILITARY ACADEMY 








No. 2. 


In the average business man’s 
makeup there is a streak that re- 
sponds to the sane and _ logical 
rather than the ludicrous and 
crude. As between two salesmen, 


“ ‘FCRCTRICAL WORLD. 
r 
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When the successful bidder says he will furnistt you a 
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WALKER ELECTRIC COMPANY 
E18 NOBLE STREET, PHILADELPHIA 
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the one who sticks closely to busi- 
ness and presents his case in a 
sensible, dignified, serious man- 
ner commands more respect and 
gets more business than his com- 
petitor who indulges in freakish 
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arguments and exaggerated 
stories. It is probable that the 
dealer in electrical supplies is no 
different from other business men 
and takes his business quite as 
seriously. 

For this reason it is extremely 
doubtful if he likes to see him- 
self pictured as an unkempt, un- 
natural, and unshaven individual 
as shown in the full page adver- 
tisement of the Walker Electric 
Company reproduced. . 

Aside from the gross caricature, 
the drawing has no interest what- 
ever and conveys no point. It 
has little connection with the 
text, does not illustrate or em- 
phasize any point of merit in the 
goods, and looks more like an 
office boy’s joke or an amateur 
schoolboy’s attempt at drawing 
than an argument to sell goods 
or a serious presentation of im- 
portant facts. 

e* © 


It would be difficult indeed to 


attach a great deal of seriousness 
to this advertisement of Thatcher 











and 2 decided caving to yourvell. Pal tnformation is ow 
100 Market St. Elmira, New York 


THATCHER MILK 
Fenrir ee ary 


Milk Bottles which we _ show. 
The cute little boy with the 
stubby little nose is not the sort 
of chap whose words or figures 
would carry any weight with a 
business man. If such a boy were 
to walk into Borden’s or any large 
milk bottling concern and make 
figures on a blackboard, how 
much attention would be paid to 
him? Would Borden’s purchas- 
ing agent stop dictating letters to 
listen to the funny little boy with 
the stubby little nose? Would 
he place much importance on any 
calculations this little towhead 
might figure out? 

Yet here is a very important 
message for milk bottlers. It 
shows a saving of $4.49 per gross 
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on the cost of bottling milk, [ft 
may mean to a concern like Bor- 
den’s a saving of a hundred thoy- 
sand dollars a year or several 
times that sum. When the 
frowsly headed boy figures the 
whole thing out on a blackboard, 
will his figures carry weight with 
a concern like Borden’s, or will 
the Borden purchasing agent treat 
the thing as too trivial for seri- 
ous thought? 

If the figures shown in the ad- 
vertisement are even approx- 
imately correct it would seem that 
Thatcher Milk Bottles could be 
sold by the million if properly 
presented. 

It would be difficult to conceive 
of a more serious, economic prop- 
Osition or one more deserving of 
lucid and serious presentation in 
print. But, perhaps, the figures 
are a joke ‘and no such saving is 
possible. Perhaps the snub-nosed 
boy is simply having a little fun 
with himself at the expense of the 
Thatcher folks or whoever paid 
for the space. It would be in- 
teresting to know the facts back 
of it all. 

———+o-4+—__—__ 
CAN’T WAIT FOR’ CANADA'S 

MAILS WHEN IT COMES TOP. I. 





Editor of Printers’ Inx: 

Please again do me the kindness of 
changing my address from Sandwich, 
Ontario, to 888 Third avenue, Detroit, 
Mich., care the Columbian Stock Food 
Company. 

Canada is all right, but I cannot wait 
eight days to get my favorite publica- 
tion. 

Wishing the “Little Schoolmaster” 
the best of everything, I remain, 

Very truly yours, 
W. A. SoMERVILLE, 

P. S.—Why don’t the small brewers 

- "together, manufacture a brand of 
Geer from a standard formula (same as 
the bakers have done with bread) and 
advertise this brand in their respective 
localities? Like the idea? 


oo. Sr 
“SALT LAKE AD WEEK.” 





The week of September 24th to 30th 
will have marked the first “Salt Lake 
Advertising Week,” so-called, con- 
ducted by the Salt Lake Ad Club. 
The plans for this week were carefully 
laid out and included a_ considerable 
amount of educational work, to inter- 
est the general public in legitimate ad- 
vertising and to show that advertised 
goods are more reliable and give more 
value than unadvertised Fy 
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| Classified Advertisements 











Classified advertisements in ‘Printers’ {nk” cost twenty cents an agate 
line for each insertion. Count six words to line. No order for one time 
insertion accepted for less than one dollar. No advertisement can exceed 
28 lines. Cash must accompany order. 

















ADDRESSING MACHINES 





THE WALLACE STENCIL ADDRESSING 
MACHINE is used by the largest publish- 
ers throughout the country and is the only one 
cleansing the stencil immediately after the im- 
print ismade. We also call attention to our new 
flat platen typewriter. We manufacture stencils 
to fit all makes of stencil addressing machines. 
Addressing dune at low rates. Write for prices 
and circulars before ordering elsewhere. WAL- 
LACE & CO., 29 Murray St., New York City 








ADVERTISING AGENCIES 





W. KASTOR & SONS ADVERTISING 
* CO., Laclede Building, St. Louis, Mo. 





LBERT FRANK & CO., 26 Beaver St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the worid. 











ADVERTISING MEDIA 





HE Textile Manufacturer, Charlotte, N.C., 
leading textile publication South. Circula- 
tion increased 50% past year. 





Chicago-New York-Pittsburg, for 
THE BLACK years the coal trades’ leading 


DIAMOND journal, Write for rates. 


THE producer of results in the Middle West, 
where farmers have big money, is Farm Life 
of Chicago. Address DEPARTMENT P. I. for 
sample copy and rates. 








HE circulation ot the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day. 





EAL ADVERTISING “About Cuba.” An 

English-Spanish Business and Agricultural 
monthly. P. O. Box 1078, Havana, Cuba. New 
York Rep , I. C, Felleman, 18 Broadway. 








AD. WRITERS 





of the New York 
Wm. C. Freeman, {/1)¢ NS'M 
Gillman, of the New York Herald, seem to agree 
that the best possible advertisement writer to- 
day is one who has had ‘‘ human interest " ex- 
perience on city newspapers. Four years’ 
experience on the Hearst papers taught me 
to write “human interest ’’ stuff. Several 
years’ successful business experience since and 
constant instruction under * The Little School- 
master "’ ought to equip me to write adver- 
tising. I am looking for an opportunity. 
It interested will be glad to furnish details, 
_ “WISCONSIN,” care Printers’ 





I W; it LIVE, PULSING, PUNGENT 

nte COPY; create blood for vigorous 
brochutes and circulars; edit house organs and 
your own copy. I'll mold the bullet, or put the 
right explosives behind yours. H. E. ISING, 
2812 Avenue F, Brooklyn, N. Y. 








BILLPOSTING 





RED PEEL, official representative, THE 

ASSOCIATED BILLPOSTERS OF UNITED 
STATES and CANADA, Times Building, New 
York City. Send for estimates. 








BUSINESS OPPORTUNITIES 





[fF you will send me any circular, folder, or 
other bit of advertising matter that you sus- 
pect might be bettered, I'll cheerfully suggest a 
different treatment of it—of course without 
charge. This would enable you to do one of 
two things, viz., either to be glad your document 
was so much better than my suggestion, or 
make you feel so sorry it was NOT that you 
might wish me to rebuild it for you. FRANCIS 
I. MAULE, 401 Sansom Street, Philadelphia. 








ENGRAVING 





ERFECT copper half-tones, 1 col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC 
ENGRAVING CO., Youngstown, Ohio. 








HELP WANTED 





ANTED—A man 25 to 35 years of age, 

with good education and successful experi- 
ence as salesman or canvasser, or natural 
adaptability for such work, to qualify for 
position of district sales manager. Address 
BOX 100, Cynuyd, Pa. 


High Grade Technical Paper 
wants a representative on a commission basis 
in Boston, Pittsburg, Cincinriati, Detroit, Cleve- 
land and Buffalo, to solicit accounts already 
worked up and renewals. “K. A.,"’ Printers’ Ink. 








ANTED—by a large general Advertising 

Agency, an experienced and thoroughly 
competent rate and estimate man. Must be 
familiar with newspapers and periodical pup- 
lications in various parts of the country, and 
able to figure from rate cards accurately on 
miscellaneous advertising. Must have pleasing 
personality and highest references. Excel- 
lent opportunity. Permanent. Mention age, ex- 
perience fully, references, salary expected. 


“ CONFIDENTIAL,” Box C.A., Printers’ Ink. 








COLLECTION MANAGER WANTED—A 
large specialty concern in the Middle West 
wants an experienced manager for its Collection 
Department. A good and permanent position 
forthe right man. Noattention will be paid to 
inexperienced men. Address ‘“‘COLLECTION,” 
care Printers’ Ink. 





OSITIONS OPEN in all departments of ad- 

vertising, publishing and printing houses, 
East, South and West. High grade service. 
Registration free. ‘lerms moderate. Estab- 
lished 1898. No branch offices. FERNALD'S 
NEWSPAPER MEN'S EXCHANGE, Spring- 
field, Mass. 





ANTED—A well educated and healthy, 

temperate young man, thoroughly under- 
standing composing room work. Must be rapid, 
accurate and skillful worker, capable of setting 
up advertising in original manner, imposing and 
making up forms. Good future for sight man. 
State salary expected, age and references. Ad- 
dress PLUMBERS’ TRADE JOURNAL PUB. 
CO., 45 West 34th Street, New York City. 








€ 
INFORMATION AND ILLUSTRATIONS 


THE SEARCH-LIGHT 
Anything You Want to Know. 
341 Fifth Avenue, New York. 


LABELS 
| e (0 


3,000 Gummed Labels, 
Size, 1x2 inches, printed to order 
and postpaid. Send for Catalog. 
Fenton Label Co., Phila., Pa. 
2 

OUNG MEN AND WOMEN ot ability who 

seek positions asad writersand ad managers 
should use the classified columns of PRINTERS’ 
Ink, the business journal for advertisers, pub- 
lished weekly at 12 West 3lst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 


every week more employing advertisers than 
any other publication in the United States. 




















MISCELLANEOUS 











POSITIONS WANTED 





M4 thoroughly acquainted with PRINT- 

ING and PHOTO-ENGRAVING wishes 
to connect with high class advertising agency 
in capacity of mechanical man, Address 
** ENGRAVING,” care of Printers’ Ink. 
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PRESS CLIPPINGS 


eigen 

ANHATTAN Press Clipping Bure 
M’ Arthur Cassot, Prop., euppiles “tia pee 
service of clippings from all papers, on an 
trade and industry. Write for terms 334 Fift 
Ave., New York City. 





OMEIKE'S PRESS CLIPPING BUREAU 
110-112 West 26th Street, New York City’ 
sends newspaper clippings on any subject in 
which you may be interested. Most reliable 
Bureau. Write for circular and terms. 
ae 








PRINTING 





ENERAL PRINTING, CATALOGUE and 
BOOKLET WORK. — Unusual facilities 
for large orders—monotype and Linotype ma- 
chimes—large hand composing room, four. 
color rotary, cylinder, perfecting, job and 
embossing presses, etc. Original ideas, good 
workmanship, economy, promptness, (p- 
ortunity to estimate solicited. 
WINTHROP PRESS, 419 Lafayette St., N. Y. 








T#= WILLIAMS | 
PRINTERY :: :: 


Typographic 
Service 
ae 


131 West 28th St., NewYork 






2693 Madi 




















SOLICITORS 





WANTED—Men|/to solicit subscrip- 
tions for a well-known trade journal 
(the best in its field), very liberal com. 
missions. Address *‘ SOLICITATION,” 
care Printers’ Ink. 





TRANSLATIONS 





ORRECT translations English to French 
* promptly done. Medical work specialty. M. 
‘Trembeley, 288 Sherbrooke, W. Montreal, Can. 





DVERTISING manager's assistant; young 

man, 22, desirous of making connections 
with large house as assistant to advertising 
manager; good knowledge of printing and some 
of advertising; six years’ thorough, practical 
business experience inside and as salesman; reli- 
able stenographer, ‘A. B.,'’ care Printers’ Ink. 





I am a good copy writer having 
had actual sales experience. My 
knowledge of printing, engraving and com- 
mercial art is based on schooling received 
as an advertising manager and, more re- 
cently, in my present connection with a large 


advertising concern. Will go anywhere for. 


the right opportunity, “K, A,,"’ Printers’ Ink. 
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Advertisements under this caption are accepted from publishers who 
have sent Printers’ Ink a detailed statement showing the total number of 
perfect copies printed for every issue for one year. These statements are 
on file and will be shown to any advertiser. Printers’ Inx’s Roll of Honor 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 














having the requisite qualification. 


enter this list. 





No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 





statement of circulation in the following pages, used in connec- 

tion with the Star, is guaranteed to be absolutely correct by 
Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 


A Printers’ Ink’s Guarantee Star means that the publishers’ 














ALABAMA 


Birmingham, Ledger, dy. Average for 1909, 
20,628. Best advertising medium in Alabama. 


Montgomery, Fournal, dy. Aver. 1909, 10,170. 
The afternoon home newspaper of its city. 


COLORADO 


Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
ver or Colorado. Average cir., 1909, 61,088. 
{a This absolute correctness ot the latest cir- 

culation rating accorded the Den- 

ver Post is guaranteed by the 

Printers’ Ink Publishing Com- 

GUAR pany, who will pay one hundred 

7AN dollars to the first person who 

EEO successfully controverts its 
accuracy, 


CONNECTICUT 


Bridgeport, Morning Telegram, daily 
average for June, 1910, sworn, 13,338. 
You can cover Bridgeport by using 
Telegram only. Rate 14c. per line flat. 


Meriden, Fournal, evening. Actual average 
for 1908, 7,726; average for 1909, 7,729. 


Meriden, Morning Record & Republican. 
Daily aver. 1908, 7,729; 1909, 7,739. 


New Haven, Evening Register, daily. Aver. for 
1909 (sworn) 17,109 daily 2c. ; Sunday, 18,229, sc. 
Largest and best circulation in New Haven. 


New Haven, Union. Average year 1909 
16,047. E, Katz, Special Agent, N. Y. ; y 








New London, Day, ev'g. Average 1909, 6,736. 
Few papers so fruitful for advertisers. 


Norwalk, Evening Hour. Average circulation 
exceeds 3,800. Carries half page of wants. 





Waterbury, Republican. Average for 1909, 
Daily, 6,651; Sunday, 7,031. 


Waterbury, Herald. Sundays. Average cir- 
culation for 1909, 13,387 net paid. 


DISTRICT OF COLUMBIA 


Washington, Evening Star, daily and Sunday. 
Average, month of June, tg10, 60,416 (© ©). 


FLORIDA 


Jacksonville, Metropolis. Average, 1st 6 mos., 
1910, 13,765. E. Katz, Special Agent, N. Y. 


Jacksonville, 7imes-Union. Average month 
of May, 1910, Sunday, 24,644; daily, 20,623, 
Benjamin Kentnor Co., N. Y. Chi. Sp. A. 


ILLINOIS 


Champaign, News. J.eading paper in field. 
Average first five months, 1910, 6,161. 


Chicago, Breeder's Gasette, a weekly farm 
newspaper. $1.75. Average sworn circulation 
year 1909, 78,496 and all quality. Rate, 50 
cents, flat. 
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Chicago Examiner, average 
1909, Sunday 604,615, Daily 
181,224, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city circulation, 
including carrier home deliv- 
ery, than all the other Chicago 
morning newspapers COM- 
INED. 


The Sunday Examiner 
SELLS more newspapers 
eevery Sunday than all the 


> -¢ 
other Chicago Sunday news- | 
papers PRINT. 

Q@™ The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the Printers’ Ink Publishing 
Company, who will pay one 
hundred dollars to the first 
person who will successfully 
controvert its accuracy. 


Ww wr 


Chicago, Record-Herald. Average 1900, daily 
net paid, 139,176; Sunday net paid, 193,881. 
Daily, two cents Sunday, five cents. The 
home newspaper of the Mid West. Circula- 
tion and advertising books open to all adver- 
tisers. 

§2@7™ he absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald . guaranteed by 
the Printers’ Ink Publishing 

CUAR Company who will pay one hun- 
TEED dred dollars to the first person 
who will successfully controvert 

its accuracy. 
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Joliet, Herald, evening and Sunday morning. 
Average for 1900, 6,836. 


Peoria, Avening Star. Circulation for 1909, 
20,874. 





Sterling, Evening Gazette, average circulation 
for 1908, 4,409, 1909, 5,122. 
INDIANA 
Evansville, Yournal-News. Average, 1909, 


11,943. E. Katz,S.A.,N. Y. 


Princeton, Clarion-News, daily and weekly. 
Daiiy average, 1909, 1,702; weekly, 2,674. 


South Bend, 7ribune. Sworn average May 
1910, 11,807. Best in Northern Indiana. 
IOWA 


Burlington, Hawk-Eye, daily. Average 1909, 
9,180. ‘All paid in advance.” 


Davenport, 7imes. Daily av. Aug.,’10, 16,413. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Dubuque, 7imes-Fournal, morn. andeve. Pd. 
in advance July 20, 1910; dy. 9,022; Sun. 11,426. 


Washington, Zve. Yournal. Only daily in 
county. 2,009 subscribers, All good people. 


Waterloo, Evening Courier, 52nd year; net av. 
June, 'o9-June, '10,6,291, Waterloo pop., 27,000. 
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KENTUCKY 
Lexington, Herald. D. av.,'o9, 6,872. Sunda, 


7,802. Week day, 6,697. ‘When you advert 
Lexiusion Herald, you odver Central Kent'cty" 





Louisville, The Times, evening dail 
for 1909 net paid 46,488. ‘ i 


MAINE 


Augusta, Kennebec Yournal, dail average 
1909, 9,168. Largest and best cir. in Cont Me, 


Bangor, Commercial. Average for 1 i 
9,923; weekly, 27,763. eae 


Portland, Hvening Express. Averagetor 1909 
daily 15,219. Sunday 7elegram, 10,606. , 


MARYLAND 


Baltimore, American. Daily aver. 1st 6 mos, 
"10, 79,284; Sun., 102,476. No return Privilege, 


Baltimore, ews, daily. News Publishing 
Company. Average 1909, 83,416. For Aug, 
1910, 77,835. 

The absolute correctness of the 
latest circulation rating accorded 
OVaR the News is guaranteed by the 
aaa?) Printers’ Ink Publishing Com 
pany who will pay one hun 
dred dollars to the first person 

who successfully controverts its accuracy, 


MASSACHUSETTS 


Boston, Evening Transcript (©©). Boston's 
teatable paper. Largest amount of week day ad. 


tive 


Boston, Globe. Average circulation. 
Daily (2 cents a copy) 
1909, 180,278; Gain, 3,981 
Sunday 
1909, 328,069 ; Gain, 3,279 
Advertising Totals: 1909, 7,336,279 lines 
Gain, 1909, 465,579 lines 

2,504,369 more lines than any other Boston 
paper published. 

Advertisements go in morning and afternoon 
editions fur one price. 

The above totals include all kinds of advertis- 
ing from the big department store tothe smaliest 
“ want" ad. They are not selected from any 
favorable month, but comprise the totals from 
January 1, 1909, to December 31, 1909. 
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Human Life, The Magazine About People. 
Guarantees and proves over 160,000copiesm'thly 





Pall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1909, 7,688. 


Lawrence, Telegram, evening, 1909 av. 8,888. 
Best paper and iargest circulation in its field. 


Lynn, Evening Item. Daily sworn av, 1907) 
16,622; 1908, 16,896; 1909, 16,639. ‘I'wo cents. 
Lynn’s family paper. Circulation far exceede 
any Lynn paper in quantity or quality. 
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Boston Post’s 
GREATEST 


August 
AVERAGE AUGUST, 1010 
The Sunday Post 
261,208 


Gain of 12,903 Copies 
Per Sunday over August, 19090 


The Daily Post 
351,444 


Gain of 60,129 Copies 
Per Day over August, 1909 


Salem, Evening News. Actual daily average 
for 1909, 18,574. 


Worcester, Gazette, evening. Av. '09, 16,775; 
first 6 mos, '10, 17,424. Largest ev’g circulation. 


Worcester, L'Opinion Publique, daily (@@). 
The only Gold Mark French daily in the U. 5S. 


MICHIGAN 
Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 


Jackson, Patriot, Aver. Aug., 1910, daily 
10,740, Sunday 11,858. Greatest circulation, 


MINNESOTA 


Minneapolis, Farmers’ Tribune, twice-a-week, 
W J. Murphy, publisher. Aver. for6 months, 
1910, (to July 1), 23,806, 





CIRCULATI'N § winneapolis, Tribune, W. J. 

Murphy, publisher. Established 

1867. Oldest Minneapolis daily. 

Average circulation of daily 

Tribune for six months ending 

June 30, 1910, 88,667. Average 

a eee’ circulation of Sunday 7ribune 
ing Company for same period, 80,092. 





Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average for six months ending 
June 30, 1910, 103,916. 

‘The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed bythe Printers’ Ink ’ 
Publishing Company. Circulation 
is practically confined to the tar- 
mers of Minnesota, the Dakotas, 
Montana, Western Wisconsin and 
Northern Iowa. Use it to reach 

* this section most profitably. 





Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. Av. 1909, 64,465. A.A.A, 
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Minneapolis, Journal, Daily 
and Sunday (@@). In 1909 a | foo) | 
erage daily circulation evening 
only, 73,139. In 1909 average 
Sunday circulation, 174,396. 

Daily average circulation for 
Aug., 1910, evening only, 

11,637. Average Sunday cifcu- 
lation for Aug., 1910, 80,118, 

(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance. The 
Journal’s circuiation is absolute- 
ly guaranteed by the Printers 
Ink Publishing Company. It 


oo goes into more homes than 
any other paper in its field. 


MISSISSIPPI 


Biloxi and Gulfport, Herald, evening, Daily 
circulation for 1909, 1,109; January, 1910, 1,283. 





MISSOURI 
Joplin, Glove, daily. Average, 1909, 16,118. 
E. Katz, Special Agent, N. Y 


8t. Joseph, New-Press. Circulation, 1909, 
38,832. Smith & Budd Company, Eastern Reps. 


8t. Louis, National Druggist(@@®),Mo. Henry 
R. Strong, Editor and Publisher. Average far 
1909, 9,084. Eastern office, 508 ‘I'ribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1909, 119,083. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
142,208 for year ending Dec. 31, 1909 


Lincoln, Freie Press, weekly. Average year 
ending Dec. 31, 1909, 148,064. 


NEW JERSEY 


Camden, Daily Comrier. Actual average for 
year ending December 31, 1909, 9,14! 


Jersey City. Jersey Journal. Average for 
1909, 24,196. Last three months 1909, 24,686. 


Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 





Trenton, Evening Times. Ave, 1c—'07, 20,270; 
08, 21,326; 2c—'o9, 19,062; March, '10, 20,263. 


NEW YORK 


Albany, Avening Journal. Daily average for 
1909, 16,921. It's the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1909, 52,905. 


Buffalo, Courter, morn. Average, Sunday, 86,- 
137, daily, 46,284; Bugquirer, evening, 26,596. 

Buffalo, Hvening News. Daily average for 
1907, 94,843; 1998, 94,083; 1909, 94,307. 


Gloversville and Johnstown, N. ¥. 7he Morn- 
ing Heraid. Daily average for 1909, 6,686. 





Mount Vernon, Argus, eve. Daily av. cir. year 
ending Dec. 31, 1909, 4,931. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1909, 
6,718. Circulates throughout Hudson 
Valley. Examin'd and certified byA.A.A 
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NEW YORK CITY 
Army and Navy Journal. Est. 1863. Weekly 
average, first four months, 1g10, 10,999. 
ow weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1909, 25,903 (O@). 








Leslie’s Weekly, 225 Fifth Avenue, Leslie- 
Judge Co. Over 250,000 guaranteed. 





The Tea and Coffee Trade Journal. Average 
circulation for 12 months to January 1, 1910, 
6,641; August, 1909 issue, 20,000. 


The World. Actual average, 1909, Morning, 
360,603. Evening, 399,569. Sunday, 460,956. 

Poughkeepsie, Star, evening. Daily average 
year, 1909, 6,013 ; first six months, 1910, 5,460. 





Schenectady, Gazette, daily. A.N. Liecty. 
Actual Average for 1909, 17,470; for Aug., 1910, 
20,434. Benjamin & Kentnor, 225 Fifth Ave., 
New York; Boyce Building, Chicago. 


Schenectady, Star. Aver July, 1910, 14,198. 
Sheffield Special Agency, Tribune Bldg., N. Y. 


Syracuse, Avening Herald, daily. Herald Co., 
pub. Aver. 1909, daily 32,458; Sunday, 40,922. 


Troy, Record. Average circulation 
1909, 21,320. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical Contractor, mo. 
Average for 1909, 2,683. 


Utica, Press,daily. Otto A. Meyer, publisher. 
Average for year ending Dec. 31, 1909, 16,117. 


NORTH CAROLINA 
Asheville, Gazsette-News. Average, '09, 5,643 
Asheville’s leading paper. Only aft. paper in 
Western North Carolina with Associated Press. 


Charlotte, News. Evening and Sunday Aver., 
1909, 7,346. Leads all evening papers in two 
arolinas in circulation and advertising. 


NORTH DAKOTA 


Grand Forks, Normanden. Norwegian weekly. 
Actual average for 1909, 9,460. 


OHIO 


Cleveland, Plain Dealer. Est. 1841. Actual 
average for 1909: Daily, 80,938; Sunday, 103,586. 
For Aug., 1910, 92,657 daily; Sunday, 114,354. 


Columbus, Midland Druggist and Pharmaceu- 
tical Review, 43rd annual volume. Best medium 
for reaching druggists of the Central States. 


Youngstown, Vindicator. D'y av.,'09, 16,838; 
LaCoste & Maxwell, N. Y. & Chicago. 


OKLAHOMA 
Oklahoma City, 7he Oklahoman. Aug. , 35,806 
week day, 42,600 Sunday. E. Katz, Agent, N.Y. 


OREGON 


_ Portland, Zhe Evening Telegram is in 

its 34th year. Owns exclusive Associated 

Press afternoon franchise. It printed 

179 more PAGES of local mercantile ad- 
vertising than its nearest afternoon contempo- 
rary. For the first six months of 1910 it shows a 
gain over the corresponding six months of last 
year of 31,831 inches, 1,217 of it in the foreign 
field and 6,440 in the classified. Sworn average 
circulation for June, 29,962. 
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Portland, The Oregonian 
August average circulation, Sune 
59,000; Daily, 47,288. | For 
. ears the great newspaper of the 
Pacific Northwest. More circulation, and carries 
more foreign, more local, and more classified 
advertising than any other Oregon newspaper, 


PENNSYLVANIA 


Chester, 7imes, ev'g d’y. Average 1909, 7,786, 
N. Y. office, 225 sth Ave. F. R. Northoepe Mer, 


Erie, Times, daily. 21,385 average 
Aug., 1910. A larger guaranteed paid 
circulation than all other Erie papers 
combined. E. Katz, Special Agt., N.Y 


circulation in Harrisburg or no pay, 
Shannon, N. Y.; Allen & Ward, Chicago, 


“Johnstown, Tribune. Average for 
I2 mos,, 1909, 12,467. July, 1910, 


Harrisburg, 7elegraph. Sworn aver 
Wr: july 1910, 17,523. Largest paid 


13,462. Only evening paper in Johns- 
town. 





In 
Philadelphia 
It’s 

The Bulletin 


Net Daily Average for 
July, 1910 


229,838 


COPIES A DAY 


A copy for nearly every 
Philadelphia home. 

“THE BULLETIN” circula- 
tion figures are net: all dam- 
aged, unsold, free and returned 
cop.es have been omitted. 

WILLIAM L. McLEAN, Pub. 

Chicago Office, 
J. E. Verree, Steger Bldg. 
New York Office, 
Dan A. Carroll, Tribune Bldg. 














Philadelphia, Confectioners’ Journal, mo, 
Average 1908, 5,617: 1909, 6,622 (O@). 








VuuvvyuyvvY VSO VU ouuuyy 


Only ome agricultural paper in the United 
States—the FARM JOURNAL of Philadelphia 
—has been awarded all four of PRINTERS' 
INK’S distinguishing marks—Roll of Honor, 
Guarantee Star, Sugar Bowl and Gold Mark 
( ). Lhe FARM JOURNAL is in the Roll 
of Honor because it tells the truth about its cir- 
culation; has the Star because it guarantees its 
circulation; received the Sugar Bowl because 
PRINTERS’ INK’S investigation proved it to 
be the dest agricultural paper; was awarded the 
Gold Marks because advertisers value it more 
for quality than quantity. 


PAM DP Pa ae 


























Philadelphia. The Press (@@) is 
Philadelphia's Great Home News- 
paper. Besides the Guarantee 

Aeley Star, it has the Gold Marks and 1s 
AN onthe Roll of Honor—-the three 
Maa most desirable distinctions for 

any newspaper ee 

irculation of the daily Press for Feb., 1910, 

55,054; the Sunday Press, 163,995. 


Washington, Reporter and Observer, eve. and 
morn, Circulation for June, 1910, 12,545. 
West Chester. Local News, 
daily, W. H. Hodgson. Aver. tor 
1909, 15,860. In its 36th year. 
GUAR Independent. Has Chester Co, 
te NO and vicinity forits field. Devoted 
EE to home news, hence 1s a home 
paper. Chester County is second 
in the State in agricultural wealth. 
Wilkes-Barre, 7imes-Leader, evening; daily 
net cir. lirst 0 months, Igto, 17,276, guaranteed. 
York, Dispatch and Daily, Average for 1909. 
20,015 


RHODE ISLAND 


Pawtucket Evening 7imes. Average circula- 
tion 12 mos. ending June 30, "10, 19,452—sworn. 


Providence, Daily Journal. Average 
for 1909, 21,858 (O@). Sunday, 28,126 
(@@). Lvening Bulletin, 46,991 aver- 


age 1909. 


Westerly, Darly Sun, George H. Utter, pub 
Circulates in Conn, and R. 1. Cir., 1909, 6,237. 


SOUTH CAROLINA 


Charleston, Evening Post. Evening. Actual 
daily average 1909, 6,311. July, 1910, 6,964 
Columbia, State. Actual aver- 
age for twelve months, 1909, 
daily (O©) 14,436, Sunday @O) 
14,959 


Spartanburg, Herald. Actual daily average 
circulation for 1909, 2,630. 


TENNESSEE 


Nashville, Banner, daily. Average for year 
1907, 36,206; for 1908, 36,654, for -ju9, 40,086. 


TEXAS 


El Paso, Herald, June, 1910, 11,602. Only 
El Paso paper examined by A. A. A. 


VERMONT 
Barre, 7imes, daily. F. E. Langley. Av. 1909, 
5,231. 1st 4 mos.,’10, 6,718. Examined by A.A.A, 


Burlington, Free Press. Daily average for 
1909, 8,773. Largest city and State circulation 
Examined by Association of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1909, 3,348. Only 
Montpelier paper examined by the A. A A 


St. Albans, Messenger, daily. Average for 
1909, 3,184. Examined by A. A. A. 


VIRGINIA 
Danville, Zhe Bee. Average July, 1910, 4,087; 
Aug. 4,027. Largest circ’lation. Only eve. paper 
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WASHINGTON 

Seattle, 7 he Sealtle Times (OO) 

is the metropolitan daily of Seattie 

and the Pacific Northwest. It 

combines with its Dec. 'oo, cir. of 

64,246 daily, 84,362 Sunday, rare 

quality. tis a gold mark paper 

‘ of the first degree. Quality and 

quantity circulation means great productive value 

tothe advertiser. In 1009 Times beat its near- 
est competitor 2,756,064 lines. 


Tacoma, Ledger. Average 1 daily, 18,798. 
Sunday, 26,155. ili celadeiniess 


uae” News Average for year, 1909, 
WISCONSIN 


Janesville, Gazette. Daily average, Aug. 
1910, daily 6,245; semi-weekly, 1,775. : 





Madison, State Journal, daily. Actual aver- 
age for Jan., 1910, 6,960. 





Milwaukee, The Evening Wis. 

comsin, daily. Average daily cir- 

culation for April and May, 1910, 

43,283. Gain over April and May’ 

1909, 8,768 daily. A paper with 

the quantity as well as the quality 

circulation. It covers the city of 

Milwaukee and the State of Wisconsin like a 
blanket. [t has proven its productive value to 
the advertiser. Chas. H. Eddy, Foreign Repre- 
sentative, 1 Madison Avenue, New York. 150 
Michigan Ave., Chicago (Robt. J. Virtue, Mgr ) 


Milwaukee, The Milwaukee 
Fournal,(evening daily). Average 
in Aug., 1910, 63,110; gain over 

GUAA Aug., 1909, 2,302 «daily; average 

TEED for 12 mos., 61,726 daily Covers 

over 60% of Milwaukee homes 

Supreme 1n classified and dis- 
play advertising. Rate 7 cents flat. 


Oshkosh, Northwestern, daily. Average for 
Dec., 1909, 9,801 Examined by A. A 


Racine, Daily Yournal. July, 1910, circula- 
tion, 6,183, Statement tiled with A. A. A. 


T" WISCONSIN 
) Agricourorist 


Racine, Wis., Established, 1877 
Actual weekly average for vear 
ended Dec. 31, 1909, 60,686 
Larger circulation in Wisconsin 
than any other paper. Adv 
$4.20 an inch. N. Y. Office. 
41 Park Row. W C. Richardson, Mgr 


WYOMING 
Cheyenne, 7ridun- Actual net average 
year, 1909, daily. 6,126; semi-weekly, 4,994. 


MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1909, daily, 40,890; daily July, 1910, 
48,360; weekly 1909, 27,050; July, 1910, 25,117 






Winnipeg. Der Nordwesten. Canada’s National 
German weekly, Av. 1909, 18,162. Rates sSc ia. 





Winnipeg, Telegram, dy. av. Aug., ‘10, 82,861, 
(Saturday av., 37,287). Farmers’ Weekly, same 
period, 30,000, 


QUEBEC, CAN. 
Montreal, La Presse Daiiy. Average for 
June, igio, daily 97,500. Largest in Canada 
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| The Want-Ad Mediums)| 








This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums. A large volume of 
want business is a popular vote for the newspaper in which it appears, 














COLORADO 
HE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
TS Evening and Sunday Star, Washington. 
D. C. (O@), carries double the number of 
Want Ads 0! any other paper. Rate lc. a word. 


ILLINOIS 
TH Chicago Examiner with its 650,000 Sun- 
day circulation and 176,000 daily circulation 
brings classified advertisers quick and direct 
results Rates lowest per thousand inthe West, 


“N EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,’ says the ost-office 
Review, and thats why the Daily News is 
Chicago's ‘ want ad "’ directory. 


INDIANA 





You'll be satisfied with your “Want Ad” 


io THE INDIANAPOLIS STAR 


Indiana’s leading “Want Ad” Medium. 
Circulation 75,000. Publishes more clas- 
sified advertising than any other paper in 
Indiana. Rate One Cent Per Word. 


Only Sunday Paper in Indianapolis. 
The Indianapolis Star 
INDIANAPOLIS, IND. 











MAINE 
HE Evening Express and Sunday Telegram 
carry more Want Ads than all other Portland 
papers combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 


MASSACHUSETTS 
HE Boston Avening Transcript is the Great 
Resort Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns 


Ye tee ve ve vr 


TH Boston Globe, daily and Sunday, tor the 
Sane 1909, printed a total of 460,465 paid 
Want Ads; a gain of 42,557 over 1908 and 
308,023 more than were printed by any other 
Boston newspaper. 


Kew wk 


CIRCULATI'N THe 2 Tribune is the oldest 

Minneapolis daily. All ad- 

¢ vertising in the daily appears in 

both morning and evening edi- 

tions for the one charge. The 

Tribune printed during the 7mos, 

ended Aug. 1, 1910, 1,480,826 lines 

of classified advertising. Rates: 

lcent a word, cash with order ;— 

by Printers’ or 10 cents a line, where charged 
Ink Pub. Co. —daily or Sunday. 














THE Minneapolis 7ribune is the recognized 
Want Ad Medium of Minneapolis. 


HE Minneapolis Journal, 
daily and Sunday, carries 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
Cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
July, 1910, amounted to 197,064 
lines; the number of individual 
ads published were 24,743. 


Eight cents per agate line it 
©o charged. Cash order one cent 
a word, minimum, 20 cents. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic 


MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1909, 11,364 daily; 14,422 Sunday. 


NEW JERSEY 
‘THE Jersey City ersey Yournail leads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


NEW YORK 
THe Albany Evening Yournal, Eastern N.V.'s 
best paper for Wants and Classified Ads. 
THE Buffalo Evening News is read in over 90% 
of the homes of Buttalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 
THE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


OHIO 


HE Youngstown Vindicator—Leading Waut 
Medium. lc. per word. Largest circulation. 


OKLAHOMA 


HE Oklahoman, Okla. City, 35,805. Publishes 
more Wants than any 7 Okla. competitors, 


PENNSYLVANIA 


HE Chester, Pa., 7#mes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 


SOUTH DAKOTA 


HE Aberdeen Daily American—the popular 
Want Ad medium of the Dakotas. 


UTAH 


HE Salt Lake 7ribune—Get result s—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA 
THe Evening Citizen, Ottawa, the Capital 
of Canada, prints more want ads than all 
other Ottawa papers combined, and has done 
so for years. One cent a word, 
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(Oo) Gold Mark Papers (QO) 





quality of their circulation.” 


“Advertisers value the Gold Mark Publications not merely from the 
standpoint of the number of copies printed, but for the high class and 


Out of a total of over 23,480 publications in America, 125 are distin- 
guished from all the others bythe so-called gold marks (O@) 




















ALABAMA 
The Mobile Register (O@) Established 1821. 
Richest section in the prosperous South, 


DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
The Evening and Sunday Star. Average, June 
1910, 60,416 (@O). 
GEORGIA 
Atlanta Constitution (@@). Now as always, 
the Quality Medium of Georgia 


ILLINOIS 
Bakers’ Helper (@@), Chicago, Only * Gold 
Mark” journal for bakers Oldest, best known 
The Inland Printer, Chicago (@@). Actual 
average circulation for 1909-10, 16,902. 


KENTUCKY 

Louisville Courier- Fournal OO). Best paper 

in city; read by best people. 
MAINE 

Lewiston Evening Journal, daily, average for 
1909, 7,821; weekly, 17,598 (O@); 7 44% increase 
daily over last year. 

MASSACHUSETTS 

Boston, American Wool and Cotton Reporter 
Recognized organ of the cotton and wooien 
industries of America (@©). 


Boston Evening Transcript (@@), established 
1830. The only gold mark daily in Boston. 

Boston, Textile World Record (@@) Reaches 
the textile mills. 6,000 guaranteed circulation 

Worcester L'Opinion Publique (@@). Only 
French paper among 75,000 French population 


MINNESOTA 


The Minneapolis Fournal (O@). Largest 
home circulation and most productive circula- 
tionin Minneapolis Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paver in the Northwest. 


THE NORTHWESTERN MILLER 


(QO) Minneapolis, Minn., $4 per year. overs 
milling and flour trade all over the world. The 
only “Gold Mark”’ milling journal (@@). 


NEW YORE 


Army and Navy Journal, (@@). First in its 
Class in circulation, influence and prestige. 


Brooklyn Eagle (@@) is THE advertising 
medium of Brooklyn 


Century Magazine (@@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 

Dry Goods Economist (@@), the recognized 
authority of the Dry Goods and Department 
Store trade. 

Electric Railway Journal (Q@). A consoli- 
dation of “Street Raiiway Journal” and 
“Electric Railway Review."” Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Electrical Worla (@©) established 1874. The 
leading electrical journal of the world. Average 
frst uarter, 1910, 19,116 weekly. McGraw 
Publishing Co. eS 

Engineering Record (@@). The most 
Progressive civil engineering journal in the 
world. Circulation averages over 15,000 per 
week. MCGRAW PUBLISHING COMPANY. 








Engineering News (Q©). Established 1874 
The ieading engineering paper in the world. 
Av. circulation over 17,500 weekly. 

Hardware Dealers’ Magazine(@@). The Open 
Door to the Hardware Dealers of the World. 
Specimen copy upon request Subscription 
Agents Wanted. 253 Broadway, New York City, 

The Evening Post (@@) Established 1801. 
Theonly Gold Mark evening paper in New York 
‘The advertiser who will use but one evening 
paperin New York City will, nine tumes out of 
ten, act wisely in selecting The Evening Post " 
— Printers’ Ink. 


New York Herald (@@). Whoever mentions 
America's leading newspapers mentions the 
New York Herald first.” 

Scientific American (@@) has the largest cir- 
culation of any technical paper in the worid. 

The New York 7tmes has a greater daily city 
sale than the combined city sales ot the other 
three morning newspapers popularly ranked 
with it 1s to quality of circulation 

New York 7 ribune ( ); daily and Sunday. 
Daily, now one cent—the best for the least. 

OREGON 

Better Fruit,(@©) the best and most influential 
fruit growers paper published in the worid, 
monthly, illustrated $1 per year Sampie 
copies, advertising rate card on request. Better 
Fruit Publishing Company, Hood River, Oregon. 

The Oregonian, (O@©), established 1851. The 
great newspaper of the Pacific Northwest 

PENNSYLVANIA 

The Press ( ) is Philadelphia’s Great Home 
Newspaper t is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable circulation distinctions 
February, 1910, sworn net average, Daily, 
85,054: Sunday, 163,995. 


THE PITTSBURG 
) DISPATCH © 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg 














RHODE ISLAND 
Providence Fournal (OO), a conservative 
enterprising newspaper without a single rival. 
SOUTH CAROLINA 
The State (@©), Columbia, 5. C. Highest 
quality, largest circulation in Seuth Carolina. 
VIRGINIA 
Norfolk Landmark (@@®). Oldest.and most 
intluential paper in tidewater. 
WASHINGTON 
The Seattle 7imes (@@) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 
WISCONSIN 
The Milwaukee Avening Wisconsin (OO), the 
only Gold Mark daily in Wisconsin. The home 
paper that deserves first consideration when ad- 
vertising appropriations are being made. 
CANADA 
The Halifax Herald (@@) and The Evening 
Mail. Circulation 18,768, Flat rate. 
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Business 








Going Out 














Orders are going out through the 


George Batten Company on the adver- 
tising of Daniel Low & Co., jewelers, 
Salem, Mass. Full-page copy is used 
in a large list of ‘general publications. 

Orders have gone out through N. W. 
Ayer & Son for the advertising of the 
J. R. Torrey Razor Company, Worces- 
ter, Mass. Fifty-six-line copy is used 
several times in leading magazines, 

The: list on the advertising of the 
2. T. Burrowes Company, Portland, 
Me., has been completed. Orders are 
going out ow the Ironmonger 
Agency, in New York, on the adver- 
tising of the Burrowes Pool. Tables, cov- 
ering the winter’s campaign. Magazine 
half-page copy is used. 

The Walter C. Lewis Company, 
Equitable Bldg., Boston, is adding to 
the list of newspapers for the King 
Dental Company. Large space is taken 
in New England cities where this con- 
cern has local offices. 

The F. P. Shumway Company is con- 
sidering mediums for next year’s ad- 
vertising of the Carter Underwear Com- 
pany, Highlandville, Mass. Magazines 
and women’s publications will be used. 


The Federal Advertising Agency, of 
New York, is considering a list of 
national mediums for the advertising 
of the Waltham Watch Company, 
Waltham, Mass. This concern plans 
to make a large appropriation and the 
campaign will be a memorable one. 

The Stack-Parker Agency, Chicago, 
is sending 7,000-line orders throughout 
the West on the business of Meyers & 
Co., of Covington, Ky. 


A. Guckenheimer Bros., Pittsburg, are 
ordering 10,000 lines in the West 
through the Gardner Agency, St. Louis. 

F. L. Weare, 24 Milk street, Boston, 
for several years a special representa- 
tive of publications in New England, 
has accepted a position in the adver- 
tising department of Human Life. 

The advertising of J. A. Wright & 
Co., Keene, N. H., manufacturers of 
WwW right’ s Silver Cream, is being 
handled in national mediums by the 

3oston office of the George Batten Com- 
pany, Tremont Bldg. 

H. W: Stevens, Globe Bldg., has 
sent out forty-inch copy to newspapers 
in New England on the advertising of 
Winchester Chewing Plug. 

M. Steinert & Sons ( Company is send- 
ing out copy to newspapers in cities 
where its branches are located. A much 
larger list of papers is used this fall. 


The Royal Worcester Corset ‘Com. 
pany, Worcester, Mass., is using a list 
of newspapers with large space run. 
ning two months. The account is 
handled by Wood, Putnam & Wood, 
161 Devonshire street. 


The Perry Pictures Company, Mal- 
den, Mass., is asking for rates on 
eighth-pages from leading monthly 
magazines. Their fall campaign is to 
start with November issues. 

The excursion advertising of the 
New York Central Lines is being 
placed in New England papers by the 
Lesan Agency, New York. Four and 
five and one-quarter-inch double column 
copy is being used. 

The James T. Wetherald Agency is 
adding daily newspapers to the list of 
the Chester Kent Company, Boston, 
This is on next year’s campaign for 


Vinol. 





The George Batten Company, New 
York, is ordering space in the standard 
magazines for Harvey Chalmers & Sons, 
Amsterdam, N. Y. (pearl buttons) - for 
C. Vanzile, Hoboken (No-Rub Laun- 
dry Soap), in the standard ee 
and for Rudolph Wurlitzer, New York 
(pianos, and other musical  instru- 
ments) in the musical and _ religious 
publications. 


The Spafford Advertising Agency, 
John Hancock [uilding, is using sub- 
urban papérs seventeen times for the 
Smith-Patterson Company, Boston jew- 
elers. 

Iowa Bros., manufacturers of auger 
posthole diggers, South Bend, Ind., have 
just begun an extensive campaign in 
agricultural publications in the Middle 
West states. Fifty-six-line display copy 
is being sent out to run during October, 
November and December.  H. Ww. 
Kastor & Sons, Chicago and St. Louis, 
are placing the business. 


Robert Keith Furniture and Carpet 
Company, Kansas City, is conducting a 
campaign in a list of high- grade wo- 
men’s publications that circulate in the 
Middle West, advertising rugs, lace 
curtains, etc., on direct- to-consumer 
plan. Forty-two-line display copy is 
being used. Orders are being placed 
through Lord & Thomas, Chicago. 

L. A. Kertson Company, Kalamazoo, 
Mich., has inaugurated a campaign in 
the states of Michigan, Illinois and In- 
diana, atvertising mail-order whiskey. 
The Sunday editions of dailies and 
weeklies are being used. H. W. Kastor 
& Sons, Chicago and St. Louis, are 
sending out orders for 100 lines, twice 
a month, for five months. 











he 
ng 
he 
id 
In 


is 


of 


ir 











The Horn-Baker Advertising Com- 
pany, Kansas City, 1s sending out or- 
ders to a few magazines and_ mail- 
order papers for the Home Supply 
Company, same city, | advertising for 
agents to sell “Beacon” Lamp Burners. 
Eighteen-line display copy is being used 
in October issues. 

Continental Commercial Company, 
St. Louis, is sending out thirteen-time 
orders to weeklies. Display and classi- 
fied from five lines and larger are be- 
ing used. Orders are going out 
through Nelson Chesman & Co,, St. 
Louis office. 

Horn-Baker Advertising Company, 
Kansas City, is sending out orders to a 
few farm papers published in the South- 
west for the Missouri Water and Steam 
Supply Company, St. Joseph, Mo., ad- 
vertising plumbing goods at wholesale 
prices to farmers. One hundred-line 
display copy is being used on a try-out. 

National Pitiess Scale Company, 
Kansas City, is using a list of farm 
papers in the Middle and Southwest, 
advertising platform scales on mail- 
order plan. H. W. Kastor & Sons, 
same city, are sending out orders for 
twenty-eight lines. 

L. C. McLain Sanitarium Compajy, 
St. Louis, has inaugurated a_ two- 
months’ campaign in a big list of metro- 
politan dailies. One hundred and fifty- 
line display copy is being ordered for 
four insertions in Sunday editions of 
dailies). HH. W. Kastor & Sons’ St. 
Louis office is sending out orders. 

The St. Joseph Supply Company, St. 
Joseph, Mo., is sending out copy and 
orders through H. W. Kastor & Sons’ 
Kansas City office to a list of dailies, 
weeklies and mail-order publications 
advertising mail-order whiskey. One 
hundred lines display is being  or- 
dered to run t. 





Sherman & Bryan, Inc., are placing 
orders with several of the leading men’s 
and women’s publications for the In- 
ternational Handkerchief Mfg. Com- 
yany, makers of ‘*Sealpackerchiefs.” 
he advertising will start immediately 
and will continue throughout the au- 
tumn and holiday season. 





An extensive list of large metropoli- 
tan newspapers, throughout the coun- 
try, are receiving orders for page and 
a half insertions of the advertising of 
the National Co-Operative Society, Chi- 
cago, through the Leven-Nichols Ad- 
vertising Company’s Chicago office. 


Among new fall accounts the Sieg- 
fried Company reports Dunton Lodge 
Realty Company, New York; Vernon & 
Co., New York, publishers, and Na- 
vont Hardware Company, of New 
ork, : 





The Allen Agency is placing business 
on a trade basis tn magazines and 
newspapers for the Chamberlin Hotel, 
of Old Point Comfort, Va. 
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Strike While 
the Iron is 


Hot! 


This is the one year in ten 
when you can secure the 
very best down-to-date 1910 
CENSUS CHART OF 
YOUR STATE. Write 
us for territory and secure 
terms for the greatest prop- 
osition in circulation promo- 
tion ever used by a news- 
paper publisher. 


S. Blake Willsden 


151-153 Wabash Avenue, Chicago, Ill. 




















Philadelphia 
Record 


announces the appointment 


of the 


J. F. FINLEY 
SPECIAL AGENCY 


Flatiron Building, New York 


as its Eastern Adver- 
tising Representative 
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Are You Sure that the Paper You Buy for 
Business Stationery is the Best at Its Price? 
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The ‘ gle A” 


will appeal e" apart 
of 






DEBENTURE BOND 
ARNMENT BOND 1909 
ENTURE BOND 


(Kd Honpotead Bond 
CONTRACT BONS 
"Rival Bond 
STawoanod BOND 
VICTORY BOND oc 
=f ROMAN BOND 4 
prcuive BOND 
FABRIC BonD 
Dwivencan BOND 
JAPA BOND 4 










i ite 
rs a. 


BUNDEE ve BOND. 
SECURITY TRUST BOND 
QUALITY BOND 


Brohecs Bonal 


TACOMIE LINEN BOND 
CONSOLS BOND 
OE PERE BOND 
TURRIS BOND 
WISCONSIN BOND 


f HERALD BOND 
| AMERICAN BOND 


You need no longer guess at paper values, 
you can be certain—absolutely positive—of 
getting paper of 100% quality if you make 
sure that the Watermark of the “Eagle A” 

cars in all Bond, “am and Ledger 





















a ss “Eagle A” Wolmark ar 
m of proven quality and kno VD 
Look for, the <E 0 

oy mg - apers that for { 

ay Terability are backed® 

“Quality-Guarantee” of the Largest 


factnrers of “Commercial Paper 
World, \ 


“is the best cenell Jat its price. Theme 
mafity. One for every business us 
¥ upon haing an aw A” Pape. 








‘THE DE LUXE BUSINESS PAPER on 


: ‘= rey one ~of,,.the Quality-Guaranteei “‘ Eagle A”’ 


Papers. Yet it is the first choice of 
buyers, because of its supr 
of its particular fitness to 
clearly. 


‘I am highly satisfied with my COUPON BOND 
stationery, and will certainly recommend it to any 
person who has the capacity of appreciating the 
maximum of quality in correspondence paper.’’ 
—A. H. WIGHT, Allentown, Pa. 






Send for specimen book of this ideal business paper— 
showing printed, lithographed and die-stamped forms. 


AMERICAN WRITING PAPER COMPANY 








2 17 in Holyoke, Mass., 
Mass., 





2 in Mittineague, Mass., 
LLS th Lee, 1 in Manchester, Conn., 
2 in Franklin, Ohio, 1 in De Pere, Wis. 


23 MAIN STREET HOLYOKE, MASS. 


1 in Huntington, Mass., 2 in Lee, Mass., 1 in 
1 in Unionville, Conn., 1 in Windsor Locks, Conn., 


ron anne. a mL 
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SUCCESS MAGAZIN 


(FOR MEN AND WOMEN) 


STANDARD 


in quality of its subscribers 
in quantity of its subscribers” 
in Advertising Rate— 
$1.50 aline for 


an edition of 


350,000 
COPIES 


95% Sold and 
90% Subscriptions 


Circulation 50,000 more | 
than our guarantee | 


Extra charge for position on pages with pure reading. 


FRANK E. MORRISON, Adv. Mgr. 


Success Megazine Building, New York 


HARRY T. EVANS, Western Adv. Mgr. 


Home Insurance Building, Chicago 

















